














Everibocty's pointing to Hotpoint 


for their latest engineering 
development in home appliances—a 
clothes dryer with “‘rainbow-drying”’ 
action—zintroduced to dealers and 
consumers in a sound motion picture 
in color entitled 


“MIRACLE OF THE RAINBOW” 


And Hotpoint’s pointing to ATLAS 
as producer of this fine introductory 


vehicle. 


Conveniently located at the “crossroads 
of America,’’ ATLAS is completely 
equipped to produce motion pictures, 
sound slidefilms, training and recruiting 


programs and TV commercials. 


Your inquiry ts invited. 


pttlas “Film Corporation 


ESTABLISHED 1913 


1111 SOUTH BOULEVARD OAK PARK, ILLINOIS 
CHICAGO TELEPHONE: AUSTIN 7-8620 


RECORDING 
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PORTRAIT OF A YOUNG MAN 


WHO IS GOING PLACES 
IN TELEVISION 

















He has a pronounced flair for promoting 
sales by means of Motion Pictures and 
Television. 


He measures all scripts by the extent to 
which they lend themselves to VISUAL 
DRAMATIC ACTION. 


He knows what it takes—in skill and time 
and money —to produce a first-rate PRO- 
MOTIONAL film for showings to selected 
groups... and he stoutly maintains that 
the same standards should prevail in con- 
tracting for films designed to sell goods 
or services by TELEVISION. 


He is keenly aware that Television —in the 
CLIENT'S eyes—has now become the touch- 





The technique of making films for television isn’t something you learn from a 4 
book . . . or from shooting a lot of newsreel footage. Caravel learned the hard way 
—by making hundreds of successful films to promote sales. Ask us to show you 


3 some of the recent commercials we have made. Either at your offices or ours. 


stone for assaying “quality of service”... 
and that IF he fails to recommend and 
justify the proper budget, IF he fails to 
allow enough time for creating top-flight 
commercials (let alone the supporting 
programs!), IF he permits an inept hand 
to do the guiding AND DOES NOT VOICE 
AN EFFECTIVE PROTEST, certain major ac- 
counts that run into the millions of dol- 
lars can go flying out the window. 


He sets resulis ABOVE EVERY OTHER CON- 
SIDERATION — which is why this man and 
a number of others in like position are 
placing more and more of their television 
work with CARAVEL. 
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CARAVEL FILMS 


INCORPORATED 


AVENUE...NEW 





YORK..-TEL. 





CIRCLE 










7-6110 
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How Ramsey Corporation solved 
vexing time study problem... 


Ramsey Corporation of St. Louis, makers of auto- 
motive piston rings and expanders, needed depend- 
able analyses of certain machine operations as a 
basis for piece rates. Usual observational methods 
produced unsatisfactory results. 


Sometimes even 
these won't do... 


Many machine operations in a modern industrial plant are so 
rapid even the eye can’t follow. Time and motion studies by usual 
methods often fall short of the needed exactness. 


Because accurate analyses can mean the difference between 
profit and loss, many plant engineers now depend on movies taken 


with Bell & Howell precision equipment. With the cooperation of Bell & Howell engineers, 


time studies were then made on film using Bell & 
Howell equipment. The result was the establishment 
of piece rates satisfactory to all concerned. The 
visual analyses also led to a number of improve- 
ments in operational methods. Shown is William A. 
Vogler of Ramsey Corporation exhibiting time study 
film to group of employees. 


The experience of the Ramsey Corporation is only one of 
many. The extraordinary precision with which Bell & Howell 
cameras, projectors and accessories are built make them ideal for 
all industrial needs. 


Basic for industrial use... 
The 16mm 70-TM, shown here, is built both 


for heavy-duty and precision work. 7 accu- 


BOOKLET SHOWS HOW MOVIES AID 
IN TIME-MOTION STUDIES 


rate film speeds especially for time study - (Tear out and send today) 


500, 750, 1000, 1500, 2000, 3000 and 4000 
frames per minute. Accurate spring drive. 
Adapted to take electric motor. The wide 
variety of accessories for this camera make 


Bell & Howell Company 

7108 McCormick Road, Chicago 45, Ill. 
Gentlemen: 

Please send me your free booklet 


it ideal for any industrial purpose. Special “Measure Time Accurately.” 


projectors for time study use also available. 


Name Address 


You buy for life when you buy... 


Bell & Howell 


City Zone State 
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“THE AMERICAN COWBOY” 
Selected at the 
recent first annual 
Boston Film Festival 
as the outstanding 


film in 


its class ... 


fourth in the 
public relations series 
of color motion pictures 
entitled 
“Americans at Home”’ 
FOR THE 


FORD MOTOR COMPANY 


produced by 


PRODUCTIONS, inc. 


15 EAST 53rd STREET 
NEW YORK 22 
MURRAY HILL 8-7830 


J 
THE/OFFSCREEN 


CLC E 
Selling, Training Are Fundamental 
to Sound U.S. Economic Program 


IG INVENTORIES of appliances, home 
furnishings, and many other key items 
which by this time were figured to be in short 
supply indicate the potent force of U. S. indus- 
trial production. Notwithstanding the red tape 
and the actual lack of some key raw materials, 
industry has delivered the goods in abundance 
too much abundance for the size of the con- 
sumer’s tax-shrunk purse, it seems. 

It seems possible that the growing size of 
the defense production effort can be taken in 
stride by industry—at least in this period of 
preparedness rather than extended hostilities. 
If that should be, the real weight of this next 
period will fall heavily upon the key man in 
the salesman. Abused 
and neglected through the past war years, pre- 


our economic system 


gor rd 


pared for similar treatment in this era, g 


old Joe is due to come out of the cellar. 

He'll have some good questions to ask the 
boys in the engineering department and a few 
more for the Washington brains who are sup- 
posed to help keep this country sound. But he 
asks no special privileges and no “breaks” other 
than the goods to sell and the prospects out in 
the field. It’s up to management to keep him 
going, to get him the facts and to present them 
clearly on all points concerning the “line”, Just 
as it's up to management to maintain his de- 
served stature, high up near the top of the com- 
pany’s organization chart and kept there. 

Sales training via films and other forms of 
audio and visual communications has long since 
proven its effectiveness in doing a helpful job 
among wholesalers, 
jobbers, distributors, and certainly among the 


all along the selling line 


retailer’s personnel. 
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De Luxe 


makes pictures Chatlenger ® 


bright and cleor / 


when you change to 


DA-LITE: 


CRYSTAL-BEADED SCREENS 


If your screens are streaked, yellow with 
age, or do not hang smooth, your pic- 
tures will be dull, blurred and distorted. 
To insure perfect theatre-quality projec- 
tion, change to DaLite Crystal-Beaded 
Screens! 


They can make every scene 200 to 500% 
brighter, clearer and richer in detail. 
They are made by the same company 
that has been making screens for the 
finest theatres since 1909. Compare! You 
will choose DA-LITE for better pictures 
and longer, more dependable service. 


Why Da-Lite Screens Are Better 

A. Three opoqve coatings 

8. Strong non-cracking, non- 
sagging fabric 

C. Highest quolity Pyroxylin 
facing 

D. Coating fuses beads to 
Pyroxylin 

E. Do-lite Crystal Beads for 
Moximum brightness 


reececeeeee 


Your Dealer Has Da-Lite Screens 
for Every Need 


Write for FREE 


sample of Da-Lite Crystel-Becded 
screen fabric and 6-poge brochure 
“Planning for Effective Projection”’ 
which answers many 
questions on pro- 


jection. 
- =a=a=e - 
DA-LITE SCREEN COMPANY, Inc. 


2703 N. Pulaski Road, Chicago 39, Illinois 


Please send FREE sample of Da-Lite Crystal-Beaded screen 
fabric and 6-page brochure ‘‘Planning for Effective Projection.” 
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We of Wilding salute the great City of Detroit 
on its 250th Anniversary and gratefully acknowledge its 
important contributions to the development ef the 


commercial film industry. a | 
HOLLYWOOD 
It has been our privilege to serve many of Detroit's peer venice Blvd, 


leading companies for whom we have produced 176 sound gre ; 

-. ST. LOUIS 
| 4053 Lindell Blvd. 
motion pictures, hundreds of slidefilms, and other related pias” . 


training materials. 


| CINCINNATI 
‘ Enquirer Bldg. 
*Studio Facilities 


“WILDING | 


PICTURE PRODUCTIONS, INC. 
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Color is not only our business at Houston 
Color Film Laboratories, but an exacting 
science and a fine art. The very finest, modern 
equipment is used to assure absolute control 
during every stage of developing and printing, 
thereby reproducing true “living” colors. 
Houston technicians are color experts with a 
wealth of experience and know-how that 

is unmatched in all the world. Try Houston 


on your next job and see the difference. 


® Developing and Printing 35MM color film 
Duplicating prints on 35MM color film 
Processing 16MM color film 
35MM color film strips and slide films 


H O US TON Color Film Laboratories, Inc. 


230 W. Olive St., Burbank, Calif. * CH. 0-8188 


Fast, immediate Service * Processing Color Film Exclusively 


World's largest processors of 35MM Ansco Color Film 





Ford Film a Tribute to 
“Pride of Workmanship” 
* Dick Rice of Peoria, Illi- 


nois is a typical American 
boy, but a little bit special. 
Like many boys, he likes to 
work with his hands, takes 
pride in making tools and 
muscles obey an idea in his 
mind. But Dick Rice is spe- 
cial in that he has met the 
challenge of competition 
and has the satisfaction of 
knowing his work is just 
about the best among all the 
boys in the country. 

Dick Rice’s story is told 
in a new Ford Motor Com- 
pany picture, Pride of 
Workmanship, 20 min., col- 
or, produced by MPO Pro- 
ductions. Beginning one 
morning when a telegram 
arrives telling him he has 
won the woodworking prize 
in Ford’s Industrial Arts 
Contest, the film flashes 
back to show how Dick 
chose his shop woodworking 
project, a handsome break- 
front, got the work moving 
and finished up with a piece 
any cabinet maker would 
be proud of. 

Judging the entries at 
Chicago’s Museum of Sci- 
ence and Industry, scenes of 
shop projects in several cit- 
ies and in many other cate- 
gories besides woodworking 
and a trip with the Awards 
winners through the River 
Rouge plant round out the 
film to give a good overall 
picture of what the Ford In- 
dustrial Arts Awards are 
striving to accomplish. 

Pride of Workmanship 
has already stirred up even 
more interest in this year’s 
award, now being held on a 
regional basis to accommo- 
date a larger entry list, and 
has brought favorable com- 
ments to Ford from many 
city and county schools sys- 
tems using the film. a 
Names West Coast Outlet 
* Automatic Projector Cor- 
poration has appointed the 
Radio Recorder Equipment 
Company, 7000 Santa Mon- 
ica Boulevard, Los Angeles 
38, as western distributor. 








NOW THERE’S A COMPLETE FARM FILM GUIDE FOR REFERENCE USE 


* Nearly 1,100 available free and low-cost motion 
pictures and slidefilms and their sources are listed 
in the new Farm Film Guide recently added to 
the Film Guide Library of Business Screen. Sent 


postpaid at only 50¢ per copy (on receipt of 
stamps, coin, money order, or company check). 
Order your copy today from Business Screen, 150 E. 
Superior, Chicago 11. Discount on quantity orders. 








PRESENTATIONS, TREATMENTS, 
COMPLETE SHOOTING SCRIPTS 


JA 6-4220 TE 8-7174 


GERALD BLANK 
194-60B 64th Ave. 
Fresh Meadows, L. I., N. Y. 
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RCA’s new 400 Junior 
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(Complete Single-Case Portable) 


The new “400” Junior has all the features 
you have looked for in a 16mm sound 
projector. It is compact and portable. 
Speaker in lift-off cover, projector, and 
connecting cables are all contained in an 
attractive lightweight, single-case unit. 

Easy and quick to set up. So simple to 


16mm Sound Movie Projector 


thread, even a child can do it. Pictures at 
their best in brilliance and contrast. 
Sound reproduced with dramatic realism 
and full tonal range. Meets every require- 
ment of fully professional quality. Priced 
within limited budget requirements of 
schools, churches, business and industry. 














Convenient to handle. 
Easily carried. 


“6 


So light in weight 
a schoolgirl can pick it 
up to place on a table. 


Write Dept. R-17 for complete information. 


VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. H.4. 
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im Canede: RCA VICTOR Compony Limited, Montreat 
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At Precision today 
we're processing 
the finest 


SCIENTIFIC FILMS 


for nationwide 
showings 


For your 16 mm. scientific 
film requirements 
use Precision... 


@ Over a decade of 16 mm. in- 
dustrial film printing in black 
ind white and color 


@ Fine grain developing of all 
nevatives and prints 

@ Scientific control in sound 
track processing 

@ 100% optically printed tracks 


@ Expert timing for exposure 
correction in black & white or 
color 


7 Step printing for h hest pi 
ture quality 
@ Special production effects 


@ Exclusively designed Maurer 
equipment 


@ Personal service. 


-. ne wonder more and more 
of the best 16 mm. films today 
ore processed ot... 


ese ee 


wn 
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FILM LABORATORIES, INC 
21 West 46th St 


New York 19, N.Y 
JU 2-3970 





Schwerin Research Secures Theatre 
for Testing Radio, TV and Pictures 


* Last month the first panel of some 300 New 
York folk were “ticketed” into the Schwerin 
Research Corporation’s new Test Theatre. For- 
merly a motion picture house, the Avon at 1187 
Avenue of the Americas has just been renovated 
for its unique new function. 

Although some seats have been removed to 
make way for test equipment, a maximum of 
135 people can be accommodated. To add real- 
ism in the testing of television programs, an 
enormous mock-up of a TV set with a 4 by 6 
foot screen is being installed. Lighting has been 
altered so that respondents on test panels can 
read the numbered boxes on their reaction 
sheets and check them off while a film or TV 
show is in progress. At the same time, glare 
from the lights will not wash out images on 
the screen. 

Special projecting equipment for kines, films, 
and slides is also being installed along with 
recording apparatus to preserve comments ver- 
batim during test sessions. 

The Schwerin group’s long-term lease on the 
Avon, at a cost of $150,000, marks the first 
attempt to use a theatre exclusively for testing. 
Since 1946, when Horace Schwerin first opened 
shop, testing has been done on an irregular 
schedule at Carnegie Hall, in NBC Studios, and 
in the movie theatre of the Museum of Modern 
Art. In those last five years, over 500,000 people 
have provided the raw material for detailed 
analysis of business films, docuinentary movies, 
TV and radio programs. Over 40 clients have 
been served, including AT&T, Campbell Soup, 
Colgate-Palmolive-Peet, Miles Laboratories, Gen- 
eral Mills, Lever Brothers, Admiral Corp., NBC, 
and many others. 

At first the Test Theatre will be used only 
three or four times a week for testing; this 


Horace SCHWERIN, president of Schwerin Re- 
search Corp., and Len Kudisch, executive vice- 
president, inspect facilities of New York's Avon 
Theatre which is to become a test center for 
films, radio and television. 


ANN FRIED, content analyst of Schwerin Re- 
search Corp., watches a test of the projection 
screen at the Avon. Slide is one used to intro- 
duce panels to the job of judging programs. 


tempo will be speeded up later. Most of the 
tests will be in the evening, with some afternoon 
sessions, and occasional Saturday morning ses- 
sions for children. 


. 7. * 


Coleman Firm Uses Dimensional 
Viewers In Visual Sales Training 


* Three-dimensional stereopticon viewers are 
going to bat for one company whose manage- 
ment believes with the alert boss of any big 
league baseball team that when you're a run in 
the lead is the time to drive home a few more 
baserunners for insurance against the later 
innings. 

Operating a sales training school for dealers 
in a period when merchandise is becoming short 
doesn’t appeal to a shortsighted manager of a 
business, but the one with the memory of what 
happened to many a sales force in World War II 
when the plant was plunged into defense produc- 
tion is not going to let go of the long-range 
viewpoint. 

Sheldon Coleman, general manager of the 
Coleman Co. of Wichita, Kan., of which W. C. 
Coleman is president, knows the history of busi- 
ness cycles and against the day to come when 
“hard” selling returns he has in work a five-year 
training school program which represents a 
$2,000,000 investment by the manufacturer of 
gas and oil home-heating equipment. 

Hand-held stereopticon viewers are used regu- 
larly in the intensive five-day training period, 
for each of 8,000 key retailers to be instructed 
in the overall program. A class of 40 at a time 
(CONTINUED ON PAGE FORTY-NINE) 








COMING TO HOLLYWOOD? 
WE ARE SEEKING a writer for 
sound slide films who has a solid 
background of selling and sales train- 
ing. Also we need a production man, 
director and photographer for slide 
film work. If you are coming West, 
and want permanent employment, 
write full particulars. All informa- 
tion will be held strictly confidential. 


Box 6A 
BUSINESS SCREEN MAGAZINE 
150 E. Superior St. ¢ Chicago 11, II. 
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What would life be without sizzling bacon for breaktast 
tasty cold cuts for lunch...or a mouth-watering steak, 


roast or chops tor dinner? The great importance of meat 


to our diets and to our economy is pointed up in a new 


color film, ‘This is Lite,” produced for the American Meat 
Institute. Those who see it come away with a new realiza 


tion that meat 1s life 


“Kaphunl &, Vioy 


STUDIOS - HOLLYWOOD 


NEW YORK DETROIT CHICAGO 


. 





SHOWS PRACTICAL ATOMIC BOMB DEFENSE 
FOR PLANTS AND PERSONNEL 


How to protect your people and your property 
How to build up a plant-wide defense program 
How and where to make shelters 

How to select your Chief Warden 

How to recruit a Defense Corps 

How to set up a central control room 

How to set up a first aid room 

How to safeguard your important records 


What to do RIGHT NOW against the possibility of 
atomic attack 


AUTHENTIC —THOROUGH —filmed with the help of 
THE RESEARCH INSTITUTE OF AMERICA 


u ARGI I’; U.S.A. is based on studies made by the 
National Security Resources Board. The Research Institute ot 
America gave complete use of research facilities, advisory 
and editorial help — everything needed to make 

TARGET: U.S.A. the most realistic, practical project 

of its kind. It was made by the makers of PATTERN FOR 


SURVIVAL (see below). It uses live action, animation, 





graphs, charts and other techniques to give you a fascinating 


film that really puts across its important message. 


TARGET: U.S.A. covers your defense problems in 





dramatic terms. It can save lives and property in factories, 
office buildings, hotels, hospitals, railroad installations . . . 


every establishment where many people work or live. 


Distributed exclusively by 
Cornell Film Company, 1501 Broadway, New York 18, N.Y. 


SHOW THIS URGENT FILM AS SOON AS YOU CAN 


Get in touch with your film dealer right now. For more 
information, write to Cornell Film Company today. 


Available in 16mm sound, both in full color and 
black-and-white. 2 reels. 


Running time, approximately 20 minutes. 





Another Cornell Film production 
PATTERN FOR SURVIVAL 


A Documentary Film That Dramatizes Personal Defense 
Against Atomic Attack 


For homes, schools, and for the individual wherever 
he may be during on attack. includes educational 
material on the atomic bomb. Both films together 
cover practically all angles of civilian A-bomb de- 
fense. Combined running time of both important 
films is less than one hour. 
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Mitchell * 


PROFESSIONAL EQUIPMENT 
FOR PROVEN 
PROFESSIONAL RESULTS 


Cameras | 


Features Whether You Choose A 


The Same Professional 


35mm or 16mm 


Wircheld 


Years-ahead smooth positive op 

made the tamed Mitchell mi 

overwhelming choice of major s 

porating the same advanced truly pr 

35mm features, the Mitchell 

j Camera is being selected as the sts 

quipment of more and more commercia 

ducers. The heritage of superior desigt 

and matchless workmanship of Mitche 

Cameras is known and proven each day | 


the creators of the world's finest filr 


Jémm PROFESSIONAL 


WMrchell Camera CORPORATION 


666 WEST HARVARD STREET © GLENDALE 4, CALIFORNIA © CABLE ADDRESS: "MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN © 521 FIFTH AVENUE © NEW YORK CITY 17 © MURRAY HILL 2-7038 


bx 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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WEIGHS LESS THAN 13 POUNDS 


The sound is evenly distributed to all parts of the room. If 
sound is thrown away from part of the audience they cannot 
understand clearly and they lose interest. The effect of the 
program is lost. 


The Model L, like all Picturephones, sits flat—no wobble 
to kick the light-pressure needle out of the groove. It is the 
one machine that plays microgroove records. 


The projector is in the only practical location—at the op- 
erator’s finger tips. 


The mechanism can’t become detached and drop on the 
floor because the handle is attached to it. 








When you buy the Picturephone Sound Slide-film machine you buy a 
complete machine. You don’t have to spend $6.00 for a zipper bag to 
keep it clean, and $6.00 for a record carrying case. These are two of 
the thirteen old hang-overs from the horse-and-buggy-days of sound slide- 
film that are eliminated by the Picturephone. 


If your audiences are very small you don’t have to buy a screen because 
the Picturephone has a shadow-boxed screen built in. Don’t be fooled 
by a small screen that has no shadow-bex. It is worthless in a partly 
lighted room. 


This is the most completely portable machine ever built by us or 
anyone else. 


Weighing only 12 pounds and 14 ounces including screen and record 
holder, you have everything in one midget size case which requires no 
cover. 


This is the last word in portability. Nothing ever made was so easy 
to get around with. 


For fourteen years we have made the highest quality 
sound slide-flm equipment known to the industry. And 
we make the largest line — ten models. Write us. 


Manufactured by 


0.4). McCLURE TALKING PICTURES 


1115% West Washington Boulevard CHICAGO 7, ILLINOIS 
Telephone CAnal 6-4914 
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slide film recording ...has gone modern, too! 


aan at 








columbia 
slide @® film 
transcriptions 


give you up-to-the-minute extras at no extra cost! 


1. Finest Tape and Disc Recording Equipment Ever Assembled. 

2. Continual modernization of Studio Equipment and Facilities. Ask for All The Convincing 
3. Latest Developments in Pressing Manufacture and Materials. Details. Phone, Wire, Write 
4. Unparalleled Reputation for Service. . 

5. The Foremost List of Customers in the Country. co i um bia 


These important extras at no extra cost make Columbia 6 t ran sc r i pt i Oo n Ss 


transcriptions the ultimate in the slide film industry today! 

A Division of Columbia Records, Inc. @f 
For all these bonus advantages, why not follow the example New York: 799 7th Avenue, Circle 5-7300 
of Ford Motor Co., Lincoln-Mercury, Union Carbide & Carbon Chicago: Wrigley Building, 410 N. Michigan 
Co., Winthrop-Stearns, Bell Telephone, Brand Names Avenue, WHitehall 4-6000 
Foundation, Eastman Kodak Co., Mohawk Carpet Mills, Inc. Los Angeles: 8723 Alden Drive, 
— to name a few among scores of satisfied Columbia clients. BRodshaw 2-541) 


“Columbia,” “Masterworks,” @q and @ Trade Marks Reg. U. S. Pat. Off. Marcas Registradas 
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OPPORTUNITIES 
for Sponsored Film Distribution 


AVAILABLE THROUGH THE NATIONAL NETWORKS 
OF MODERN TALKING PICTURE SERVICE, INC. 








Fax: as — 


CJ) PLANT & OFFICE EMPLOYEES: Modern has pio- 
neered the regular showing of sponsored motion 
pictures to factory and office employees. In a 
single recent month, 2,300 of these groups were 


served via the “Weekly Movie Day” plan. 


[) RURAL GrouPs: Sponsored films are being made 
available via Modern to 13,000 projector-equipped 
rural township high schools — plus Granges, Farm 
Bureaus, County Agents, 4-H, and FFA groups 
in this important field. 


SCHOOLS & COLLEGES: Over a half-million show- 
ings of sponsored films were certified by Modern 
in 1950 for showings in colleges, high schools, and 
other educational institutions. 


DEALER SERVICE: 
provide expert film distribution service to order for 


Modern’s 27 regional exchanges 


sponsor branch offices, field organizations, and 


dealers — promoting effective tie-ins and field 


utilization. 


TELEVISION: Acceptable sponsored motion pic- 
tures in the public interest are being effectively 
promoted by Modern to television stations for use 


on a free sustaining basis. 


Get These Facts Today! 


Find ovt how Modern services can 
economically jncrease the effective- 
ness of your film distribution. Mail 


this convenient checklist today! 


— = 


PODER, 


TALKING 
PICTURE 
SERVICE 
SBIR 


1 
612 


SOUTH 


42 EAST ONTARIO STREET @ CHICAGO It Hee 


FLOWER STREET 


cLuss a ORGANIZATIONS: Modern’s exclusive 
“Film of the Month” plan is actively promoting 
the regular showing of sponsored films to thou- 
sands of church groups, civic and fraternal organi- 
zations, service clubs, PTA’s, and other influential 
adult groups. 


ROADSHOWS: During the summer of 1950, Mod- 
ern scheduled more than 10,000 playdates for out- 
door resort and rural roadshow audiences averaging 
400 persons each in attendance. 


) HOMEMAKERS GROUPS: A specialized phase of 
Modern’s film activity is devoted to the specific 
interests of home economics education in college 
and high school classes and women’s groups — 
Modern now has 50 motion pictures of this type 
in active circulation. 


THEATRICAL RELEASE: 
sponsored short subjects in theatres nationally. 


Modern regularly books 


30,000 theatre dates for multiple showings were 
booked during 1950. 
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Yes, I'd like to know more about these audi- 
ences for sponsored films: 
CHECK 


YOUR INTERESTS 


] Plant-Office Employees C) Clubs - Organizations 


C] Rural Groups C) Roadshows 


] Schools & Colleges ) Homemakers Groups 


C) Television 
Dealer Service ] Theatrical Release 
Name: 
Company: 


Address: 


City: 


MODERN TALKING PICTURE SERVICE, INC. 


45 ROCKEFELLER PLAZA @ NEW 


YORK 20, N Y. @ Circte 6-0910 


@ SUperior 0588 


@ LOS ANGELES 17 CALIF. @ MAdisor 





Graeme Fraser Presents 10-Point 
Proof Films Are Best Ad Medium 

* Everyone associated with the 
audio-visual field occasions 
that call for presenting reasons why 
films provide a natural medium for 
advertising and public relations in- 
terests, but seldom are all the chief 
benefits collated before a_ single 
gathering. Graeme Fraser, assistant 
general manager of Crawley Films 
Limited, did precisely that in a re- 
cent address before the Industrial 
Advertisers Association of Mon- 
treal. Here in outline are the 10 
advantages he impressed upon his 
audience: 

(1) Guaranteed readership for 
10 to 30 minutes; (2) No competi- 
tion — presentation in comfortable 
and exclusive surroundings; (3) 
Impact through combining sight, 
sound, movement, drama, perhaps 
color, and group enthusiasm lack- 
ing to TV; (4) Retention—94 per 
cent of learning is via a-v, and 35 
per cent greater retention than by 
other methods has been proved; 
(5) Conversion, by a combination 
of understanding and emotion in 
living an experience; 

(6) Impact \ 
watching and hearing audience re- 
actions; (7) Audience visibility, 
seeable and countable; (8) Selec- 
tive distribution, general or ar- 
ranged by age group, regionally or 
nationally; (9) Time of usefulness. 
circulated for years in contrast with 
day or month effectiveness of most 


meets 


measurement, by 


advertising forms; (10) Low cost, 
only a fraction of that of other 
media for 10 to 30 minutes of re- 
laxed and undivided attention. 
. « * 

Better Industry-School Relation 

Is Cornell U Conference Theme 

¢* Improvement of trade and tech- 
nical instruction and better public 
relations between industry and 
school will be discussed by speak- 
ers and in panels at the second 
annual professional conference July 
10 to 12 at the New York State 
School of Industrial and Labor Re- 
lations at Cornell University, Ithaca, 
N.Y. Registration applications, with 
$1 fee, should be addressed to Miss 
Lynne Flack, Conference Center. 





You can buy titles for less than 
KNIGHT QUALITY sells for, but 


| you cannot get greater value at 


any price. That's why our titles 
cost less in the long run. 


THE KNIGHT STUDIO 
341 E. Ohio Street, Chicago 11, Illinois 
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ATTENTION 
: RYT PRL ey 


not only has the KNOW-HOW 
but also the 


CAN DO 


For many years we have done a repeat business 


with important clients in many major industries. 


When YOU are planning te use the impact of the 


screen in any way and for any purpose — 


— LET US TALK WITH YOU 
— WE HAVE SOME\GO0D IDEAS 


ME SS 
< 


~— Sound Masters, Inc. 


165 WEST 46TH STREET — NEW YORK 19... PHONE PLAZA 7-6600 COMMERCI LS ® 
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T.. demand for fast, dependable, quality 
motion picture film processing is rapidly in- 
creasing in every community throughout the 
country, presenting an excellent opportunity 
for wide-awake film producers and local labora- 
tories. The Houston-Fearless Model 22 Devel- 
oper shown above makes it possible to provide 
this profitable service in your area with only a 
moderate investment. 

This portable machine develops 16mm black 
and white, negative, positive or reversal films. 


She 
HOUSTON 
FEARLESS 


M 
7 


od 
~ 
= ee ape 


a 


«ee + HOUSTON-FEARLESS 


PROCESSING EQUIPMENT 
PAYS OFF HANDSOMELY 


It is self-contained, entirely automatic and easy 
to operate. Complete refrigeration, re-circulat- 
ing systems, air compressor and positive tem- 
perature controls. Operates in daylight, han- 
dling the entire job from camera to screen. 

Model 22 is the same high Houstori-Fearless 
quality that has been standard of the motion 
picture industry in Hollywood and throughout 
the world for 20 years. Other 16mm and 35mm 
Houston-Fearless black and white and color 
equipment toserve your particular requirements. 


Write for information on specially-built 
equipment for your specific needs. 


* DEVELOPING MACHINES * COLOR PRINTERS + FRICTION HEADS 
* COLOR DEVELOPERS * DOLLIES * TRIPODS * PRINTERS * CRANES 


* 


1 Bea! Moneymater? 


“i 





Ce irc vation 


11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. 


““WORLD’S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT’ 


Howland Heads AFCA in Chicago; 
| DeVry Is Named a Vice President 
* CoLoneL Joun R. How tanp, di- 
rector of product research of the 
Stewart-Warner Corp., is the new 
president of the Chicago Chapter 
of the ARMED Forces ComMuNIca- 
TIONS ASSOCIATION, elected at a pre- 
vacation dinner meeting for which 
President William C. DeVry of the 
DeVry Corp. had made arrange- 
ments and provided special program 
features. 

Colonel Howland succeeds Oliver 
Read, editor of Radio and Tele- 
vision News, who was given a stand- 
ing vote of thanks for his services 
the past two years. The new vice 
presidents are William C. DeVry, 
Dwight Brown, James H. Kellogg 
and Carrington H. Stone. Secretary- 
Treasurer Raymond K. Fried was 
reelected. Board members besides 
Howland, Brown, Read, Fried, Kel- 
logg and Stone include Ralph 
Brengle, C. G. Duncan-Clark, Ben- 
nett W. Cooke, Theodore S. Gary, 
Frank Meade, and Colonel Samuel 
R. Toff. Fried, Gary and Read were 
named to the National Council. 

E. W. D’Arcy, chief engineer of 
the DeVry company, traced the his- 
tory of the company since its found- 
ing in 1913 by H. A. DeVry, and 
reviewed the development of the 
DeVry portable special service 
l6mm projector for the Armed 
Forces. President-Elect Howland 
urged broader cooperation by in- 


dustry and by more persons within 
member companies in the liaison 
work of the association between the 
planners of military 
and the public. 


preparedness 


University Film Producers Open 
Full Conference Program Aug. 13 
® Members of the University FiLM 
Propucers ASSOCIATION, limited to 
individuals in institu- 
tions whose duties involve the pro- 
duction of teaching films, will bene- 


educational 


fit from panels on television, on the 
U. S. State Department film pro- 
gram, university courses on produc- 
tion and the planning and making 
of films on a revelving fund basis, 
at the fifth annual conference, 
August 13 to 17 on the campus of 
Indiana University, at Blooming- 
ton. Harold M. Otwell is chairman 
of the program, which also will in- 
clude an animation, 
demonstrations of new equipment 
and processes, and at least seven 
screening sessions. 


address on 








THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 
* The Third Edition of The Index of Training 


Films, widely-used and authoritative 


reference 


listing all free-loan, rental and low-cost purchase 
sound films and slidefilms available for industrial 


training and vocational classroom use is now avail- 
Nearly 2800 titles are listed, together with 
complete sources. THE INDEX lists at only $2.00. 
Order today from Business Screen, Chicago 11. 


able. 





SPLICES NOT HOLDING? 


Try 
Jefrona All-Purpose Cement! 
Write for free sample 
Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 
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LEADER in slide film recording 
...because RCA VICTOR 


is convinced 


that 


Contact an RCA Victor Custom Record 
Sales Studio, Dept. 6E: 


NEW YORK: 630 Fifth Avenue 
New York 20, New York 
JUdson 2-5011 


Write for our Custom Record Brochure today! 
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should 


sound as good 
as it looks! 





Your slide film recording requires the same expert care as the 
film itself. RCA Victor—through its 50 years of research and 
experience in the reproduction of sound and the latest 
electronic techniques—gives you a thoroughly engineered 
record and complete, efficient service in... 


RECORDING PROCESSING PRESSING 
* The most modern sound-reproducing equipment and facilities... 
latest developments in automatic frame-progression recording. 


* Engineers, specializing in'slide film recording, assure the best 
presentation of your slide film story. 


* Pure Vinyl-Plastic records—both standard and microgroove— 
packaged in special slide film shipping cartons when desired. 


* An extensive music library service. 
* Careful handling and prompt delivery. 


CHICAGO: 445 North Lake Shore Drive HOLLYWOOD: 1016 North Sycamore Avenue 


Chicago II, Iilinois Hollywood 38, California 
Whitehall 4-3215 Hillside 5171 


custom 


ee Radio Corporation of America 
RCA Victor Division 





PRODUCTION LINES 


GOOD NEWS! It’s always 
good news when one of our 
clients receives an award on 
a film we produced for them. 
And now the Women’s Ad- 
vertising Club of Chicago 
for whom we produced Do 
You BELONG IN ADVERTIS- 
ING? has received one of the 
most coveted awards in ad- 
vertising the Advertising 
Federation of America 
award for “outstanding 

achievement in advertising education.” 





7 * * 


Do You Belong in Advertising? is a sound, 
color slidefilm—produced to answer a need 
among high school and college students—to 
give young people an honest presentation of 
the advertising profession . . . the kinds of 
jobs it holds—what it takes to become quali- 
fied—-where employment opportunities exist 

and what is expected of the advertising 
worker once he secures a job. 


EVERY PROFESSIONAL OR TRADE 
GROUP, EVERY BRANCH OF INDUSTRY 
HAS A SIMILAR JOB TO DO—+o tell young 
people what's ahead il they should ( hoose a par- 
ticular vocation. It’s a responsibility to the kids 
and an obligation to the industry in which you 
work. A wise decision by teen-agers now bene 
fits them, as well as the industry thev hope. 
eventually, to serve. 


* . * 


Schools, colleges, PTA organizations and 
others have indicated a strong demand for vo- 
cational guidance materials—slidefilms, motion 
pictures, and booklets—prepared not by educa- 
tors alone, but by people actively working in the 
industry. coo perating with educators. 1 his way 
they get the down-to-earth facts. 

* >. * 

We would like to show you how graphic a 
film can be in documenting various kinds of 
jobs . .. interestingly and truthfully. And we 
would like you to think about the ways this 
kind of film might apply to your own trade 
or profession—or your own company. 

« . * 

Simple, straightforward sound slidefilms and 
movies, tailored to the individual needs of the 
sponsoring group and the student audience— 
and, incidentally, TAILORED TO A BUDGET, 
can be so effective in this vocational guidance 
field—that we'd like to see more and more 
groups planning them 


LET US SHOW YOU OUR VOCATIONAI 
GUIDANCE FILMS, AND OUR OTHER 
RECENT RELEASES. CALL ON US 
FOR SCREENINGS. 


es DALLAS JONES 
(— ra PRODUCTIONS 


1725 North Wells Street 
Chicago 14, Illinois 














Capitol Comment 


State College of Washington Will 
Appraise Technical Films for ECA 


* The Economic Cooperation Administration 
(ECA) and the State College of Washington 
have just signed a contract under which the 
college will appraise motion pictures and film- 
strips for use in the Marshall Plan countries. 
In effect, the contract will further implement a 
technique already being used to assist the Mar- 
shall Plan countries in a wider distribution of 
agriculture, technical training, and human rela- 
tions films as applied to productivity. 

Films are nof being selected for their popular 
appeal, but for their usefulness with audiences 
in the Marshall Plan countries embracing 
all levels of productivity, i.e.. shop worker, 
farmer, and management. Five to six thousand 
films are to be “digested” by June, 1952; three 
thousand or more of them during this summer. 


Serres oF CHECKS ON Eacu SUBJECT 


Before being recommended, each film is un- 
dergoing the closest scrutiny. First it is being 
checked by a trained audio-visual specialist, who 
writes a digest and evaluates it in terms of story, 
photography, sound, and audience appeal. He 
either rejects it or recommends its further 
screening by a subject matter specialist. 

Those 50 or 60 per cent of the films which 
pass muster with the audio-visual specialists are 
reviewed by technical experts in the field of the 
film’s subject matter. For the most part these 
are faculty members from the College’s Institute 
of Technology, Institute of Agricultural Science, 
and School of Economics and Business. These 
men are judging the films from the standpoint 
of technical accuracy, recency of techniques and 
equipment shown, audiences to which useful, 
and general applicability to industrial, agricul- 
tural, and commercial enterprises. 

ECA expects to select some 1500 film subjects, 
based on the digests and appraisals it receives. 
Under a separate contract, Movies En Route of 
New York City will arrange for the procurement 
and delivery of negatives of those films ECA 


selects. 


SEARCH FOR MareriaL Mayor Prospiem 


The State College project staff is finding search 
one of its biggest problems. It is expected to 
screen films already produced by industrial con- 
cerns, agricultural, educational, private and 
governmental sources, but it is finding that much 
of the sponsored and industrial training material 
which meets its specifications is uncatalogued. 
They must be dug out on the basis of tips, leads 
and plain guesswork. Already, however, thou- 
sands of letters are going out- over the signature 
of project director Howard Kresge. The message 
is always the same: “Any assistance which you 
can render us in finding information and later 
obtaining films for preview and appraisal will 
be deeply appreciated. Very truly yours, The 
ECA Film Project, State College of Washington, 
Pullman, Washington.” 


Eprror’s Note: The Editors of Business 
SCREEN are cooperating with this highly useful 
review program and urge business film sponsors 
and producers to do likewise. 





Use 3-Dimension 
Color Transparencies to 


HELP YOUR SALESMEN SELL 


STEPS TO 

GREATER 

STEREO 
ENJOYMENT! 
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BRUMBERGER SALES CORP. 

34 Thirty-fourth St., Brooklyn 32, N. Y. 
Please rush FREE stereo cutting and mounting 
instructions. Also send FREE new catalog of 
stereo, slide, movie and darkroom accessories. 
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THE NEW AURICON 


“SUPER 2M" Se 


lomm SOUND-ON-FILM : 
CAMERA... Featuring 3 _ 


K Instant ground-glass focusing through the Camera 
lens, shows the exact frame and focus at all distances. 


* Self-blimped for completely quiet studio operation. 
KK 1200 foot film capacity for 33 minutes of recording. 
K Variable shutter for fades, dissolves or exposure control. us 


K Two independent finder systems in addition to ground- | i. =o 
glass -reflex focusing; one finder for studio use, the other for | 

telephoto work. 
HK $4,315.65 complete for “High Fidelity” 16mm single-system ‘ oy 
sound-on-film, with Amplifier, Microphone, and three Carrying 
Cases (lenses additional). Also available without sound equipment. 


K Sold with 30 day money-back Guarantee. RCA licensed sound. 


Write today for further information. 


BERNDT-BACH, Inc. ~ 4 





oan 
. 
mR 


7387 BEVERLY BOULEVARD : 
LOS ANGELES 36, CALIF. ° | 
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| x 6 The quiet operation of the ; 


Auricon “Super 1200” is 
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silent proof of precision 
design. Its only equal as 
a superb photographic 
instrument is another 


Auricon “Super 1200" 
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MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 
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“THE LONG ROAD” and others 180 mins. 
Series of seven institutional and service training films 
for the oil, automotive and agricultural fields, produced 


during 1935 to 1945. 


20 mins. 
individual, 


“IN SECURITY THERE IS STRENGTH” 
The importance of savings banks to the 
the community and the nation 


“WHAT DO You KN 
NEW JERSEY» “OW ABOUT 


20 mins. 


A color picture about a great State and its railroad 
a 


taxation problem. 


“LET'S Go AMERI ‘ 

3 CA! 
“PROMND MACHINES” 

es RS OF THE F - 
“AMERICA MARCHING One ’= 
YOUR Town" 


A ser 
tes of one-ree! theatrical films on the 


Way of Life. 





10 mins. 
10 mins. 
10 mins. 
10 mins. 
10 mins. 
American 


A MESSAGE OF KEY IMPORTANCE TO COMPANY PRESIDENTS 


Explaining What to Whom 


by Clarence B. Randall, President, Inland Steel Company* 


HE AMERICAN ENTERPRISE SYSTEM is on 

trial throughout the world. We must rec- 

ognize that. In fact, I’m not sure but it’s 
a rear-guard action. I’m not sure but we're pro- 
tecting the last zone from which the counter- 
attack can be made. 

And all of our business thinking must be 
directed towards the conservation of this great 
heritage that exists in the American enterprise 
system. 

And that is a very challenging thing. 

I propose to talk about the “what” and “to 
whom,” but very little about the “how.” 


No “Best Way” In Idea Communication 

I claim that there is no best way for the com- 
munication of ideas, and that the strength of 
the American enterprise system in our democ- 
racy lies in the infinite variety which we bring 
to the solution of our problems. Under the 
totalitarian way of life, there is always one way. 
If it happens to be a good way, they get part 
ways with it. But if it’s a bad way, it’s a funda- 
mental weakness in their whole concept, which 
has no hedge whatsoever. 

We hedge our risk of failure by doing all of 
these things differently, and we learn from one 
another in conferences of this kind by exchang- 
ing ideas. 

So, I leave the question of the media to the 
experts. 

And as to the “to whom,” I would like to 
make this preliminary observation: In my 
judgment, there is only one group to whom we 
must communicate the explanation of Ameri- 
can business, and that group is people. There 
are people among employees, and _ people 
among stockholders, and people among educa- 
tors and clergymen, and the mythical man in 
the street; and what will work with people in 
one situation will work with people in all situ- 
ations, because all people are people. 

You will find amongst people some who are 
lazy and indifferent in their thinking, who 
never hold convictions deeply or the same idea 
for long. And they may be disregarded because 
they don’t count. 


Good Citizens Everywhere Seek Truth 

But among all people, everywhere, there are 
thoughtful, sober-minded, good citizens, who 
seek the truth and who wish to adjust their con- 
duct to the right when they understand it; and 
that kind of person is just the same whether he 
is an employee or a stockholder or the man on 


*a BuSsINess SCREEN special presentation of the challenging 
address presented by Mr. Randall at the “Explaining 
Your Business” Conference sponsored by the Chamber of 
Commerce of the United States at Chicago, Illinois on 
June 12, 1951 
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the street; and he probably exists in about the 
same proportions in all groups. 

And he is our target. 

We seek to explain to the man who wants 
to know, the truth, the merits, and values that 
inhere in the American enterprise system. 

The “what” I shall begin with—I take it that 
in every field of human affairs, it is under- 
standing that counts. 

Men quarrel and nations quarrel when they 
don’t understand one another. It is very seldom 
that two men square off and call each other 
names, after each fully, honestly understands 
the other’s point of view. 

When that occurs, they may agree to dis- 
agree, but they part without anger, and often 
with mutual respect; and that is true as between 
nations. 

I feel very certain that we do not understand 
Russia, and it would seem quite clear that Rus- 
sia does not understand us. And if there were 
only some way that mutual understanding could 
be brought about, peace might flow from an 
agreement to disagree. 

And therefore, at the basis of all good com- 


munication, to whatever group—and particu- 
larly to employees—lies understanding. 

It seems to me, therefore, that the beginning 
of a good explanation of business is the under- 
standing of business, and that must go from the 
top man down. 

It’s no good building an expensive power line 
if you haven’t got a generating station at the 
beginning of it. It’s no good having a pipeline, 
whether for petroleum or the communication of 
ideas, if there is nothing in the tank against 
which to start the pumps. The beginning of all 
communication is an idea. If the boss man 
hasn't got an idea, if there is nothing he under- 
stands and believes with clarity and deep con- 
viction, he can get the best public relations con- 
sultant in the world, and he'll get nowhere with 
explaining his business to his employees. 

The thing we need first of all is clarity as to 
what it is we believe, and then earnestness and 
depth of conviction; and if we get to that point, 
the rest will come easily. 


Do You Speak Out About Business? 

Now, I'd like to pause at that point to say 
[ am conducting here today an experiment in 
which I hope to prove a point. This room is 
bristling with brass today—presidents and 
chairmen. Top executives of companies through- 
out the Middle West are concealed all about 
you, might even be sitting next to you, might 
even be in your chair. Every man in this room 
who bears an important responsibility is fre- 
quently asked to address gatherings. He’s asked 
to talk to his employees, or his church, or his 
Kiwanis Club, or his trade association, or his 
chamber of commerce. 

And most of you duck it. 

And all of you are, most of the time, in ter- 
ror of it. And that I can’t understand. 

Is the fact that you can’t talk about business 
without writing it on a piece of paper by any 
chance because you don’t understand business; 
or believe in it? 

How is it when you call on your best cus- 
tomer? The president of a company calling 
upon the president of his best customer is never 
inarticulate. He swoops down upon him like a 
tiger seizing a goat. You can’t stop him, because 
he’s so utterly convinced that the product he’s 
got is the best product in the world. The words 
take shape by themselves and just flow from 
him. 


How Do You Feel About Our System? 

Do you feel that way about the American 
business system? 

Are you that much on fire? 

Do you know as much about it as you do 


about your product? (OVER) 





=: 


AONE mena ON 





Explaining What to Whom: 


(CONTINUED FROM THE PRECEDING PAGE) 


If you do, why can’t you stand up and talk 
about it? 

There seems to be abroad the impression that 
somewhere there is a leisure class of executives, 
who have the time, and the energy, and the 
freedom from responsibility that means they can 
make talks like this. In these parts the impres- 
sion is that the name of that leisure class is 
Randall. 

1 want you to remember these words. | want 
you, next time the Kiwanis calls up at quarter 
of twelve and says the speaker has failed them 
I want you to go on over and let them have it, 
like I'm letting you have it today. 

And I'll tell you now the secret. The experi- 
ment that I am conducting, my friends, is that 
I have made absolutely no preparation what- 
ever for this address this noon 

| hold some deep convictions. I'm going to 
say to vou today the things that my associates 
hear around the office, that my wife gets at 
night, that the boys get on the trains, that any- 
body gets who gets within speaking distance of 
me. 

And I would like to urge you, when you stand 
up in front of your employees, to forget your 
hesitancy about it and let them have it, just as 
you would if you were sitting in your office. 


So here we go on the “what.” 


Let’s Begin With Triple A Subjects 

I think first of all we might as well start with 
the Triple A subjects 

No man can explain the American business 
system to his employees unless he understands 
the present impact of world affairs on Ameri- 
can business and holds precise ideas about it. 

I think we are all convinced that the present 
administration in its foreign policy is in a sad 
bungle. If you ask me, in one sentence, to ex- 
press the present American foreign policy, | 
We propose to fight half of the 


world. feed the other half, and have business as 


would say: 


usual at home. And that can’t be done. 

| have been tremendously interested in the 
MacArthur episode. | shall express no opinion 
whatever concerning it, but | have been tremen- 
dously interested in the emotional reaction of 
the American people to the return of General 
MacArthur 

And I say to you that the great preponder- 
ance of the people who stood on the curb and 
cheered didn’t know what they were cheering. 
They didn’t know what it was that they were 
for, and if we polled all the people in this 
room we'd get a strange mosaic of what they 
think should or should not be done by America 
in her foreign affairs 

Yet, isn’t it clear that what happens in Korea, 
or Berlin, or Iran, can have more impact in 
the next twelve months on your business than 
anything you can do about it? 

And it is very important if you are going to 
explain business to your employees that you 
have an intelligent, positive idea of what our 
foreign poliey should be, other than invective 
against the administration. 


Don’t forget that your employees’ boys are 


doing the dying; and don’t try to talk to them 
unless you know, in your own mind, what you 
think the United States should do, other than 
have an election. 

The same is true in the domestic area. Do we 
in the business world really understand the 
economic problems of America today, such as 
inflation? Have you a clear idea that you can 
tell anybody as to what inflation is, other than 
the blankety-blank Washington administration? 


Start By Being For Something 

You know that whatever they do is wrong. 
You're committed to that. But you can’t be for- 
ever formulating your understanding of the 
American economy~ in~ opposing a_ particular 
administration. You've got to stop being against 
something ; 
thing. 

Furthermore, when you get to talking with 


you've got to start being for some- 


your employees, remember they voted for this 
administration—and you're not going to get 
very close to them with your profanity, unless 
you've got an understanding of the problem. 

Have you an opinion on controls? 

You don’t like the controls in your business; 
that’s clear. Do you want to take them all off? 
Better think that one over. If you're going to 
be against controls, you've got to be prepared 
to take the consequences of taking them off. 

How about taxes? 

You're perfectly certain that the proposed 
tax bill is wrong. Do you know why? 

Supposing somebody walked up and said: 
“All right, Wise Guy, you write the tax bill!” 

Can you write a tax bill for the United 
States? I don’t mean in detail. 

Have you got an idea of where the revenue 
should come from to support our debt? 

We've got the debt; there’s no doubt about 
that. You think it ought to be paid off. Have 
you got a clear idea of where the money should 
come from? 

Well, you know you shouldn't pay it, but are 
you clear as to who should pay it? Is it fair 
to yell about controls and false economy in high 
places if you haven't thought through, yourself, 
what is the sound tax basis? 

When you start talking to your employees 
they'll ask you some questions on that, but it’s 
no good talking to them until you’ve got an an- 
swer. 

I don’t care whether you've got the right an- 
swer or not, as long as it’s your answer; as long 
as it’s held with integrity; as long as you can 
talk about it with your voice down and be 
pleasant. 


Why Do You Believe in Free Enterprise? 


And, now, what about the system of free en- 
terprise itself? 

What is there in it that you believe in? And 
why do you believe it? Just because it makes 
money for you? That’s what the communists are 
telling your workers. 

You won't get very close to your employees 
by telling them that you're in it just to make 
money, because that’s what the commies are 
telling them, and that’s why we're going 
towards socialism. 


They don’t trust guys like you, that have no 


interest in anything else except making money. 
You've got to get above that. 

No, the reason you believe in the enterprise 
system is that you're honestly convinced that it 
brings the greatest good to the greatest number 
of people; and you have the whole world for 
your laboratory to demonstrate that truth. 

You're not ashamed of profit. You know that 
the incentive of the desire to make money is a 
worthy thing; but you also know that it’s the 
striving that counts in terms of the good of the 
people. 

But the free enterprise system isn’t just a 
“hunting license.” It carries its obligations; and 
one that I hear talked about less and would 
like to hear talked about more—and frankly 
and openly—is that the free enterprise system 
must be policed by a free market. 


Competition Holds Us On the Beam 

Free enterprise has a tendency to make each 
of us selfish. We are held on the beam toward 
the protection of the public welfare by honest, 
direct, vital, real competition; and any man 
who directly or indirectly, by private agreement 
or private understanding, attempts to limit the 
free market for his goods, is asking for nation- 
alization. 

I should know, I have many friends in the 
British steel industry. They asked for it. 
They went that way. They were afraid of the 
free market, and they turned to government 
for a_ controlled asked for 
price agreements because they feared the im- 
pact of honest 


market. They 


competition, and they got 
themselves nationalized. 

And if you want to bring on the end of 
free enterprise, just go on taking part in the 
limitation of free markets. We can’t have the 
benefits and not accept the responsibilities. 
We've got to play the game honestly with re- 
gard to the free market. 


Social Responsibility of Enterprise 

And the other side is the social responsibility 
of the free enterprise system. 

The world has demonstrated that there will 
be no more social vacuums. People crave the 
good things of life, and they believe that we 
don’t want them to have those good things. And 
if you want to give us a long shove down the 
road towards socialism, ignore the social prob- 
lems of your community. 

But if you want to preserve the heritage of 
free enterprise, get in there and pitch, and make 
everybody in your organization pitch. Make 
your town the best town to live in, and you'll 
get the best workmen. Forget your town and 
let it go into decay, and you'll be strangled for 
good workmen, because today the workingman 
is discriminating. He wants to bring up his 
children in a community where there are good 
schools and good churches and good recrea- 
tional facilities, and a fine moral tone to the 
town. 

The same applies to education 

I have been tremendously interested to see 
how industry has come to the point where it is 
willing to be active in the support of institu- 
tions for higher learning in the technical 
studies, and has been very hesitant in the liberal 
arts studies; and yet today the problems that 
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are plaguing industry are not those caused by 
inadequate technology. 

Possibly we’ve got too much technology. The 
problems that are plaguing us today are not in 
the realm of facts, but ideas and ideals, and you 
tackle those in the liberal arts institutions. 

Now we have fine state universities through- 
out the country. But do you want every univer- 
sity to be state-controlled and _ state-financed? 
Isn’t there a grave danger that eventually gov- 
ernment will direct the policy of teaching if 
every institution becomes publicly-owned and 
publicly-operated ? 

The state institutions are kept on the beam 
by the standards set by the privately-endowed 
institutions; and those institutions cannot sur- 
vive and maintain those high standards of free 
inquiry without help from the American busi- 
ness groups. 

Now, here are some of the “whats” that I 
have in mind. 

There are several road blocks before us. 


Education Begins With Supervisors 


In the field of educating the employee, one 
of the road blocks is the senior supervisor and 
the foreman. You cannot go around them in 
communicating ideas to your workers. You must 
go through them. 

And by tradition they aren't men who have 
ever thought it their business to communicate 
ideas to anybody. They keep the machines run- 
at night and wash their 
hands, and watch the television. That is true 


ning, and go home 


even at the senior level. 

And when the president writes a letter to the 
home of the employee to explain his business, it 
isn’t going to help much if the next morning 
the worker asks his foreman a question about 
that letter which he can’t answer. 

I don’t know just how to do this part of it. 
I'm bound to say I think part of it is the func- 
tion of technical education, and I say that not 
critically because heaven knows the man on the 
production line must have technical compe- 
tence. But he has been so busy in these compe- 
titive days, getting the necessary technical com- 
petence, that he has sometimes lost interest in 
social and economic problems,. and certainly 
has become inarticulate. 

But we've got to find a way for the boss 
man’s enthusiasm about the communication of 
ideas to get down through the senior supervisor 
and the foreman. They should know the opin- 
ions of the boss man, believe in them, not as a 
directive, but for the content of the idea itself, 
and until they think and believe and work at it, 
as though it were a part of their job to spread 
education about American business. 


Road Blocks in Stockholder Relations 


I am aware, quite recently, of one very seri- 
ous road block in the stockholder relationship; 
and this is close to the employee subject. 

It seems to me that it’s awfully important 
that a stockholder of my company living in Los 
Angeles know what goes on in our plant, and 
understand the problem of the relationship with 
the employee. 

We ought to tell that stockholder our opin- 
ions on social and economic questions that affect 
the business, and we are blocked off from a 
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very important segment of our stockholders by 
an accident. 

I don’t know how many of you have thought 
of this point, but in our company, over twenty 
per cent of the stockholders do not appear on 
our records. Their stock is held in the name of 
nominees, a trust company, or some other insti- 
tution, and we never have direct access to the 
stockholder for communication. And I think 
something must be done about it. 


Women Own Business; Do They Know It? 


A major portion of those people are women. 
We hear it said that the women of America 
own American industry, and I guess they do. 
They outlive us boys by about ten to fifteen 
years per man, per ton. 

Joe, you see, was busy when he was living, 
he didn’t have time to explain to Jane anything 
about business; and he thought, anyhow, that 
she was too sweet to explain anything about it 
to her. But off he went with a coronary, and 
she writes to her bank and says, “I know noth- 
ing about these things. Here are some papers 
that I found in the box.” 

The banker says, “We'll relieve you of all 
that matter. It will be very simple.” 

Once a month he sends her a remittance for 
ten dividends, including that of our company. 
The fellow that sends it in is a trained analyst. 
He’s a statistician, and he knows all about de- 
preciation, and taxes, and so on, and he tells 
her: “They're solvent; the dividend seems se- 
cure, period.” 

He hasn't the slightest interest in the social 
problems we're struggling with. 

We send him our stuff, and he heaves it in 
the wastebasket. We got back from one institu- 
tion over six hundred copies of our annual re- 
port, which they had refused to send out to 
stockholders, because they said they didn’t have 
the funds to cover the mailing expense. There is 
a road block to communications that must be 
broken down. 

It's the women of this country that own 
American industry; it’s the women who vote; 
and the women are voting us into socialization 
because they don’t understand the American in- 
dustry from which they draw their income. 


I must add one more point. 


Workers Should Want Stock Participation 

Speaking of stockholders, the ultimate edu- 
cation of the worker, the payoff, is for him to 
know so much about your business that he 
wants to become a stockholder. We have been 
teaching him not to take a chance. In our War 
Bond campaigns, we told him there was only 
one good security, namely, Uncle Sam and his 
bond. 

We have told him never to risk anything. 
We've got to teach the workingman profit and 
loss. We’ve got to teach him to risk for gain. 
And the place to do it is in our own business. 

We can’t dragoon him into it. We must have 
him come in because he wants to, and he will 
come in if, in fact, we have been successful in 
explaining our business to him, and he wiil 
come in with pride and the enthusiasm, and he 
will open, then, the best possible avenue of 
communication. R 





National A-V Convention 


IAVA MEETS IN CHICAGO JULY 30 


* Inspirational addresses by national authori- 
ties on public and human relations, a-v training 
aids for the military, and Governmental policy 
on defense production will supplant the open 
forum type of program at this year’s convention 
of the National Audio-Visual Association in 
Chicago July 28 through 31, with the Hotel 
Sherman as headquarters. 

Three speakers announced are: Clarence A. 
Peters, of the National Conference of Christians 
and Jews: Commander Robert P. Noe, U. 5S. 
Navy Special Devices, Port Washington, N. Y., 
and Nathan D. Golden, director of the Motion 
Picture and Photographic Division, National 
Authority. 
fourth speaker of note awaits completion of ar- 


Production Announcement of a 
rangements, according to Milt Stark, chairman 
of the program committee, which met in New 
York June 2 and 3. 


Joins With Constituent Groups 
have their own 
meetings in conjunction and will participate in 
the NAVA Industrial 
Audio-Visual Association; the Educational Film 
Library Association, meeting July 26 and 27; 
and the Film Council of America, July 29. The 
NAVA Business Show is July 28 through 31. 
The IAVA, which takes its place as a con- 
stituent group at this year’s NAVA convention 


Organizations which will 


gathering include the 


along with the other a-v organizations, will 
meet July 30 at a formal luncheon to be fol- 
lowed by an afternoon program with a three- 
fold agenda: discussion of new research proj- 
ects for management recognition of films; dis- 
cussion of program ideas for the IAVA’s an- 
nual fall meeting in New York, and special top- 
ics to be announced. 


NAVA Trade Show to Set Record 


Urging 100 per cent IAVA attendance at the 
convention, which will present an opportunity 
to discuss individual problems and learn the 
field, D. F. 


Steinke, recording secretary, offers assurance 


latest developments in the a-v 


that this year’s Trade Show will set a new high 
for complete exhibition of equipment, films and 
devices. This is borne out by the NAVA an- 
nouncement that the exhibit area will be a block 
long by use of the Grand Ballroom which is on 
the mezzanine floor and connects directly into 
the main exhibit hall. Reservations indicate a 
sell-out of the 110 booths. Monday and T:iesday 
afternoons are being given over to att-ndance 
at the Trade Show, which will be open from 
noon until 6 o'clock. 

A trailer-truck load of the Navy’s latest spe- 
cial devices and training aids will supplement 
Commander Noe’s contribution to the conven- 
tion program. One of the devices is an aircraft 
flight simulator which permits the trainee to 
operate all engine controls for a simulated 
multi-engine plane trip. 

Hotel reservations applications should be ad- 
dressed to Miss Catherine Lowery, Reservations 
Manager, Hotel Sherman, Randolph and Clark 
sts., Chicago 1, Ill. ba 
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LUNCHEON GUESTS OF HONOR AT BOSTON include (1. to r. above) Mrs. Muriel C. Javelin, 
Council secretary; Edward W. Palmer, Council vice-president; Rev, John E. Thomas, General Festi- 
val Chairman; O. H. Coelln, Jr., publisher of Business Screen; Rev. Timothy F. O’Leary, president 
of the Greater Boston Film Council: John D. Brown, official City Greeter; Rabbi Irving A. Mandel, a 
Council director: and Alan F. Lydiard. treasurer of the film council. 


Boston Holds First Annual Film Festival 


BUSINESS, CIVIC AND RELIGIOUS GROUPS JOIN IN MAY 26 EVENT 


FULL DAY’S program of film showings 
in eight screening rooms and an all-Bos- 
ton luncheon at the Copley-Plaza Hotel on 

Saturday, May 26 marked the inauguration of 
that city’s first annual Film Festival under the 
auspices of the Film Council of Greater Boston. 

In the planning of the Festival, business, civic 


and religious groups participated under the lead- 
ership of the Reverend John E. Thomas, Massa- 
chusetts Council of Churches, as General Chair- 
man, assisted by Ralph Pfeiffer, Pan-American 


World Airways (Arrangements); Robert E. 
Segal, Jewish Community Council (Awards) ; 
George E. Roghaar, New England Film Service, 
Inc. (Program); William H, Merrigan, Stop & 
Shop, Inc. and Alan F. Lydiard, John Hancock 
Life Insurance Company (Publicity); and Mrs. 
Muriel ( Boston Public Library (Reg- 
istration). 

With the Council’s President, Reverend Tim- 
othy F. O'Leary of the Department of Education, 
Archdiocese of 


Javelin, 


Boston, presiding, a formal 
luncheon program included a tribute from the 


RectistRATION Opens for Boston’s first annual 
Film Festival on May 26. 


Mayor of Boston, represented by City Greeter 
John D. Brown, and a key address by O. H. 
Coelln, Jr., editor and publisher of Business 
Screen, The luncheon speaker outlined briefly 
the history of the Film Council movement in the 
United States and spoke of current problems and 
responsibilities facing 16mm film users, whether 
in industry, education, religion, or other com- 
munity groups. 


Awards to films in special classifications in- 
cluding Amateur Motion Pictures, Arts & Crafts, 
Education, Industry, Recreation. and Religion 
were made on the basis of jury selections by 
pre-Festival screenings and by the votes of audi- 
ences at the Festival. Selection chairmen in- 
cluded: Mrs. Charlotte Warshaw and Mrs. Muriel 
Javelin (Adult Education); Dr. Abraham Kras- 
ker (Classroom and Amateur Films); Alan F. 
Lydiard, Edward W. Palmer. Lyman Thurston, 
and A. P. Williams (Industry): Robert K. 
Voight and Alvin G. Kenney (Recreation, Arts 
& Crafts) and three religious leaders, a 


PREVIEW SCREENING AUDIENCE watches a safety 
film screening at the Boston Festival. 


Award-Winning Film Selections 
at the Boston Film Festival 
> 2 
FREEDOM FILMS 
“Big Idea” 
produced by Wilding Picture Productions, 
Inc., for Swift & Company. 
PUBLIC RELATIONS 
“The American Cowboy” 
produced by MPO Productions 
for the Ford Motor Company. 
HONORABLE MENTION 
“The Will to Be Remembered” 
Barre, Vermont, Granite Association. 
SAFETY FILMS 
“And Then There Were Four” 
produced by Roland Reed Productions 
for General Petroleum Corporation. 
HONORABLE MENTION 
“Closed Book” 
produced by Wilding Picture Productions, 
Inc., for the Farm Bureau Insurance Cos. 
ADULT EDUCATION 
“Angry Boy” 
produced by Affiliated Film Producers, 
Inc., for the Mental Health Film Board. 
HONORABLE MENTION 
“Survival Under Atomic Attack” 
produced by United World Films, Inc. 
ARTS & CRAFTS 
“American Square Dance” 
produced by Coronet Instructional Films. 
RECREATION FILMS* 
“Chance to Play” 
produced by March of Time for the 
General Electric Company. 
“Wild Fowl in Slow Motion” 
produced by Hawley-Lord. 
RELIGIOUS FILMS 
Catholic: “Upon This Rock” 
Jewish: “Your Neighbor Celebrates” 
Protestant*: “God’s Wonders in a 
Woodland Brook” and 
“A Wonderful Life” 
AMATEUR FILMS 
“My First Week at Dartmouth” 
and Awards of Merit to Boston University. 


*Indicates double winner of first award. 


FestivAL CHAIRMAN, the Reverend John E. 
Thomas, presides at the Copley-Plaza luncheon. 
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Film Festival previewers see industrial relations films at Cleveland. 


“Oscars” to Eleven Films at Cleveland 


FOURTH ANNUAL FILM FESTIVAL AT FENN COLLEGE ON JUNE 14 


EARLY 80 FILMS were screened at Fenn 

N College on June 14 as the Cleveland Film 

Council maintained the growing tradi- 

tion of leadership established four years ago 

with the 1951 edition of its annual Film Festi- 

val. An evening din- 

ner at the Masonic 

Temple, with Dr. 

Floyde E. Brooker 

of the U. S. Office 

of Education and 

Chairman of the 

Board of Trustees 

of the Film Council 

of America as prin- 

cipal speaker, con- 

FLoypE BROOKER cluded the day's 
Cleveland Festival Speaker events, 

The Council’s tra- 
ditional “Oscars” were also awarded to 11 out- 
standing 16mm films in 10 categorical groups 
at the banquet event. Arthur F. Spaeth, amuse- 
ment editor of the CLEVELAND News, was toast- 
master. General chairman of the Festival this 
year was Leslie E. Frye of the Cleveland Public 
Schools but Ruth Thompson served as acting 
festival chairman in Mr. Frye’s absence. The 
“Oscar” presentations were made by W. Ward 
Marsh, film and drama critic of the CLEVELAND 
PLaIn DEALER. 


Brooker Talk In Serious Vein 


Dr. Brooker gave his listeners a serious pic- 
ture of the world today and its responsibilities 
and problems. On the theme that “just living in 
this world is not enough, you must live with a 
purpose” he cited the major issues facing edu- 
cation, the breakdown of our communications. 
emphasizing the lag between the advances of 
science and the lack of understanding over the 
world. 

As national representative of the Film Council 
movement, he cited its ability to make meetings 
such as the Festival possible, comparing its 
progress with that of other groups in other 
countries which do not know how to cooperate 
or even begin to work together, 


Festival the Result of Local Effort 


Once again, the Cleveland Festival proved the 
worth of cooperation and effort as numerous 
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business, civic and educational leaders worked 
together. The following were committee chair- 
men: Kenneth R. Vermillion (Membership) ; 
Mrs. Florence Craig (Program); C. J. Dover 
(Publicity); Earl Carpenter (Reception); and 
Mr. Frye, general chairman. Eleven persons 
served as film screening and selection chair- 
men, including Vance Chamberlin; Lt. John L. 
Berichon; Paul Smith; Ruth A. Matson; Clifford 
Bigelow; Charles A. McBride; W. M. Butts; 
William E. Kofron; Florence Craig; Ronald 
Day and Miss Thompson. 

Individual “Oscars” to be awarded the eleven 
top award-winners are being suitably engraved 
for later delivery. It is interesting to note that 
both Boston and Cleveland Film Festival juries 
rated Big Idea, the Swift & Company “freedom” 
film produced by Wilding, as the best of its type 
in the showings. Angry Boy produced by Afh- 
liated for the Mental Health Film Board was an- 
other dua! winner. 

Elizabeth Hunady, of the Cleveland Public 
Library’s Film Bureau, as president of the Cleve- 
land Film Council, opened the day’s events at 
9:15 a.m. with a brief address of welcome. 
Dr. Edward Hodnett, president of Fenn College, 
then assumed the role of host for the day to 
more than 160 registrants for the Festival screen- 
ings. A rescreening of the winning films took 
place after the dinner and “Oscar” presentations 
in the evening. a 


Counci. Presipent Elizabeth Hunady (center 
below) helps at the registration desk. Ruth 
Thompson (left) and Kenneth Vermillion, re- 
ception chairman, are other Festival workers 


A feminine jury watches the films in the cultural arts category. 


These Films Won “Oscars” 
at Cleveland’s Film Festival 
x« * * 
INDUSTRIAL RELATIONS 
“Big Idea” 
produced by Wilding Picture Productions, 
Inc., for Swift & Company. 
CIVIL DEFENSE & SAFETY 
“Pattern for Survival” 
produced by Cornell Film Company, 
PERSONNEL TRAINING 
“Two Guys Named Joe” 
produced by The Jam Handy Organization, 
Inc., for Frigidaire Div. of G.M. 
x* * * 

PUBLIC RELATIONS 
“Miracle on the Mesa” 
produced by Alan Shilin Productions 
for P. Lorillard Company. 


MENTAL HEALTH 
“Angry Boy” 
produced by Affiliated Film Producers, 
Inc., for the Mental Health Film Board. 
a 
ADULT EDUCATION 
“The Challenge” 
released by the March of Time. 
~*~ * 
CLASSROOM FILMS* 
“The Nile River Valley” 
produced by Academy Films. 
“Pompeii and Vesuvius” 
produced by Encyclopaedia Britannica 
Films. 
CULTURAL ARTS 
“Images Medieval” 
submitted by Franco-American 
Distribution Center, Inc, 
RELIGION 
“Window on the Sky” 
produced by Alan Shilin Productions for 
National Bd. of Prot. Episcopal Church. 
TRAVEL 
“British Columbia” 
produced by Paul Hoefler Productions. 


“Indicates two winners in this category, with 
“oscars” awarded to each. 





ASSOCIATED INDUSTRIES 


GROUP 


SHOWS WAY TO SCREEN 


Plant Movies Popular in Quad Cities 


by Stanley R. Hill 


MPLOYER-EMPLOYEE COMMUNICATIONS has 
E become a by-word of present day man 

agement. Every “thinking” member of 
modern management not only swears by it, but 
believes there must be more of it. The phrase 
can be likened to the Bible, in general, it is a 
“good” thing. There aren't any bad connota 


tions. 

When a sper the communk ations program is 
being developed, however, Employer-Employee 
Communications mean all things to all men. 
The areas of agreement are uncommonly small. 
The media acceptable for inclusion in a well- 
rounded communication program are as diverse 
as the number of men developing programs. The 
key to the whole divergency of opinion is found 
in the common expression, “That may be fine 
for your company, but it wouldn't work in 
mine.” Another way of expressing this could be 
that the atmosphere of acceptability differs from 
company to company tor eat h type of communi 
cation atte mpted 


Pictures Acceptable in Any Plant 


The motion ‘ture 18 One communication 


i 


technique that be wholly acceptable in any 


company situati_* Phe itmosphere is never one 


of suspicion anc -Strust because the motion pic- 


ture is already ¥ able. accepted institution in 
our society, devé®ped over long years in the 
entertainment field. The employees of every 
company frequent the local theaters voluntarily 
as a part of their normal, daily lives. 

The regular showing of motion pictures before 
employee audiences is natural and basic to any 
sound communications program. It creates an 
attitude of acceptability which is necessary for 
full effectiveness of other formal attempts at 
communication. Communication can fully suc 
ceed only where there is a feeling of confidence 
trust and mutuality of interest. Such an atmos 
phere is developed through the use of the mo 
tion picture before industrial audiences. 

The greatest drawback to the use of films in 


industry is built largely upon mis-informed 


opinion. The great majority of modern man- 
agement sincerely believes that the cost is too 
great for the benefits derived. This conclusion 
is reached without a thorough investigation of 
the possibilities of benefit inherent in a film 
program and the actual dollar and cents cost of 
successfully operating the program. 


Industry Interest Leads to Program 
, g 


The Associated Industries of the Quad-Cities 
is an industrial association which covers the 
Farm Equipment Center of the World—-Daven- 
port and Bettendorf, lowa and Rock Island, 
Moline, East Moline, Illinois. Last year manu- 
facturers in this area became interested in the 
use of motion pictures in the plants. Acting as 
their representative, the Association investigated 
the use of films in other industrial areas. It 
soon became apparent that the plant users of 
films were completely sold on the program and 
several offered to come to the Quad-Cities to do 
missionary work before a meeting of local in- 
dustrialists. The unbridled enthusiasm of film 
users is sufficient to embark even the pessimist 
on a “plant-movie program.” 

As “all roads lead to Rome” in the motion 
picture business as elsewhere, the Association 
was soon communicating with Ott Coelln of 
Business SCREEN and Richard Hough of Modern 
Talking Picture Service, Inc. After Mr. Coelln 
and Mr. Hough addressed meetings of indus- 
trialists in the Quad-Cities, it was apparent that 
the Association was going to have a_ film 
program. Interest was high. 


Revolving Film Collection Set Up 


A revolving film library has been established 
in the Association office for the Quad-Cities. 
Modern Talking Picture Service, Inc., 


the library with a definite number of free films 


supplies 


each month. The films are scheduled one year 
in advance. Each of the companies participat- 
ing in the program also has a one-year film 
schedule which allows them one film per week 


on a regularly scheduled day. A company rep- 


The first shift at the Rock Island Arsenal sees films (screen is at far left). 


Firms Are Easy to handle: R. J. Cramer, 
exchange mgr. (left) and Stan Hill, ad- 
ministrative asst. of the Associated Indus- 
tries of Quad Cities agree on that point. 


resentative picks up the film the morning of the 
showing and returns it the same afternoon. The 
Association furnishes projection equipment to 
those companies not having equipment of their 
own. The films are projected during the lunch- 
eon period, 

The cost to any company in the Quad-Cities’ 
area for having an in-plant film program is the 
cost of picking up and returning the film to the 
Association office. 


No Elaborate Facilities Needed 


Little theaters began springing up over night 
in the area. To the outsider these little theaters 
resemble a cafeteria, a corner of a warehouse, 
an aisle in the assembly department or an old 
conference room. Local employees watch these 
nondescript spots blossom into “the theater” 
once a week with the regularity of clockwork. 

The variety of films available for these pro- 
grams is a credit to American business. The 
success story which almost always carries a 
“free enterprise” moral is the favorite of most 
employees. Films which show a manufacturing 
process are followed avidly by employees who 
themselves are engaged in an entirely different 
operation. The thirst for educational informa- 
tion on the part of the employee never dies. Who 
would assume that the employees of a foundry 
would become enthusiastic about the proper way 
to carve the Sunday roast? It happened in the 
Quad-Cities! Pure entertainment is used spar- 
ingly as most audiences prefer films on a higher 
intellectual plane. Safety, training and travel 
round out a well-developed program for every 
plant. from our experience. 


Here’s What Local Plants Are Doing 


Employee interest in the program is main- 
tained at a high level when films are shown on 
a regular basis. There was only a slight drop 
in attendance at Red Jacket Manufacturing Com- 
pany (pump manufacturers) when the raging 
Mississippi brought flood waters very close to 
the back door of the plant this spring. 


John S. Tilley Ladders Company, Inc. (lad- 
ders) reports that many employees who went 
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home for lunch now eat at the plant on “movie 
day.” 

Nu-Way Corporation (oil burners) has found 
it expedient to post the name and resume of the 
next film on the bulletin boards to satisfy work- 
ers’ interest and questions. 

International Harvester Company Egst Moline 
Works (farm equipment) encourages employees 
to borrow the films for church and civic meet- 
ing showings. 


Rock Island Arsenal Has Daily Shows 
The Rock Island Arsenal shows films daily in 
different locations in the shops and laboratories. 
These and other plants in the area are con- 
vinced that the showing of films engenders bet- 
ter relations, higher morale, greater relaxation 
and a better satisfied employee. 

The greatest benefit of a film program is the 
mutuality of interest that is developed between 
the employer and the employee. The showing 
of a film is a technique in which both employer 
and employee can participate on an equal level. 
Executives and workers watch the film together 
and both have the same mental and emotional 
experiences as the film progresses. The gap be- 
tween the two groups is materially reduced. This 
is especially true as the films bring them to- 
gether on considerations of cultural and educa- 
tional value which would never be broached 
otherwise. It builds much confidence and trust 
to see the “boss” react and have feelings the 
same as any other human being. The feeling 
developed is a sound basis for good employee 
relations in any company. 

Good-will of the employees is a priceless pos- 
session in business today. This Association feels 
that using motion pictures properly in the plants 
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@A gala “open 
house” on Friday, 
May 25 at the 
modern new stu 
dios of Chicago 
Film Laboratory, 
Inc. was the inaug 
ural event attend 
ed by numerous 
sponsor, agency, 
and “talent” per- 
sonalities. The new 
facilities are |lo- 
cated on Chicago's 
near northside at 


56 E. Superior St. 


CHICAGO FILM 


PLAYS HOST 





era 


AT STUDIO OPENING 


Amonc TrHose Present 
(see pictures above) at 
the Chicago Film formal 
opening were (scene at 
left, 1. to r.) Fred Rohde, 
Hugh James, and Paul 
Brickman of Fuller, 
Smith & Ross ad agency 
Directly above (1. to r.) 
are Roger Moran, Wm 
Wilson, Joe Morton, and 
Frank Interlandi of 
Young & Rubicam 
agency staff. Kay Stan 
ley, TV and film star 
is the lovely centerpiece 
Mrs. A. G. Dunlap, presi 
dent of Chicago Film 
Studios, was hostess at 
the opening event. The 
organization was found- 


Meet THE Starr of Chicago Film: (1. to r.) are R. D. Casterline, 
Howard Schyler, M. Manzoeillo, Al Stacey, Hal Secor, Mike Dale, 
Dick Carver, H. Siemon, Fred Abel, George Jarrett, and Almer Bro- 


strom, all pictured at opening day ceremonies May 25. 


is building that good-will in the Quad-Cities. 
Plentiful Supply of Good Films 
With the principal source of these plant movie 


programs conveniently located in the Quad 
Cities, an adequate and continuing supply of 


ed in 1928 and also main- 
tains separate and ex 
tensive film laboratory 


facilities in Chicago. 


CHECKING ON “TARGET U.S.A.” 
@ The latest sound motion picture designed 
to help industry understand and train for 
atomic defense is Target U.S.A. just pro- 
duced by Cornell Film Company of New 
York City and available on an outright 
print purchase basis. Shown at left(1. to r.) 
are Captain Warner of N. Y. Port, of Au- 
thority; Herman Boxer, writer-director of 
the film; and M. J. Salzburg, president 
of Cornell Film Company. The film is the 
second by this producer. Their first film 
Pattern for Survival has just won the 
Cleveland Film Festival Award for the 
“best of its kind” in civilian defense. 


good programs seems assured. New materials 
made available at regular intervals through a 
revolving library help keep plant “movie day” 
a permanent Quad Cities’ feature. i 


ART DIRECTORS HEAR WOLFF 
@ Raphael G. Wolff, Hollywood com- 
mercial film producer was host re- 
cently to more than 30 Los Angeles 
advertising agency art directors with 
whom he discussed film techniques and 
the art directors’ role in TV films. Story 
board of This Js Life, recent Wolff pro- 
duction, is in background and film was 
also screened in both color and black 
and white as adapted for television use. 
Studio department heads answered ques- 
tions of the art directors and explained 
equipment features and their functions. 


C. W. ANDERSON, (center) executive vice- 
president of Associated Industries with 
Stan Hill (right) administrative assistant, 
and Russell Parmenter of Nu-Way Corp. 
(holding screen and sound projector.) 
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CASE 
HISTORIES 


“Speaking of Rubber” Presents Dramatic 
Story of Manufacture and Products 


Sponsor: United States Rubber Company. 


Title: Speaking of Rubber, 27 min., b & w, 
produced by Leslie Roush Productions 


* This is a story about rubber, the people who 
make rubber and the importance of rubber in 
our daily lives. It tells of new advances in rub- 
ber made possible by business, big and small, 
working in a land of freedom. The film’s prin- 
cipal characters are a retired rubber factory 
foreman, his grandson and the vital raw mate- 
rial, rubber, itself. 

Jimmy, the grandson, lives in a “rubber 
town” but has never given much thought to the 
rubber business until he discovers his grand- 
father upholstering a chair with foam rubber. 
Grandpa then demonstrates the remarkable prop- 
erties of rubber and shows Jimmy how industry 
makes rubber products. He points out how com- 
panies must serve the public in order to stay in 
business. 

The film includes scenes of the Far East 
rubber plantations, the production of synthetic 
rubber, building and testing of tires, manufac- 
ture of waterproof footwear, and the use of 
rubber in transportation, sports, industry and 
national defense. 

William Harrigan, veteran actor of stage and 
screen, plays grandpa in the film. The produc- 
tion marked the first film to be completed at 
Leslie Roush’s new studios at Mineola. 

Speaking of Rubber is a basic story about 
rubber which does not attempt to be technical. 
US Rubber recommends it for showing to com- 
munity groups, service organizations, lodges, 
employee meetings and groups of businessmen, 
and to school students, in particular. 
Distribution: Prints, accompanying teacher's 
guides and three booklets on rubber are 
offered on free loan upon application to the 
company’s Public Relations Department, 1230 


Avenue of the Americas, New York 20. & 


The Wool Stock Institute presents .. . 





Wool Stock Institute Educates Consumers 


KEYNOTE OF PROGRAM IS NEW AUDIO FILM “WASTE NOT, WANT NOT” 


* Back in 1938 or ’39 a wool labeling law was 
passed by Congress ordering that wool wearing 
apparel must be plainly labeled if it contained 
re-processed or re-used wool. Many in the 
garment industry have long felt that such label- 
ing, while it may be accurate and factual, does 
not tell the full story of the various qualities, 
such as resiliency, strength, and warmness of 
the wool in a given garment. 

In other words, some re-processed and re-used 
wool may be actually superior in wearing quality 
to some types of lower grade “virgin” wool. 
Yet the terms “re-processed” and “re-used” have 
been a stigma in the public’s and the retailer's 
acceptance of garments made from, or partly 
from, “non-virgin” wool. 

Particularly hit by this situation have been 
the thousand leading dealers in wool waste prod- 
ucts, suppliers of materials for making re-proc- 
essed and re-used wool cloth. The dealers, 
through their association, the Wool Stock Insti- 
tute of the National Association of Waste Ma- 
terials Dealers, are wasting little time these days 
fighting the law through government channels, 
have instead begun a campaign to educate 
textile engineers, garment manufacturers, re- 
tailers and, most important of all, the wool gar- 
ment buying public on just what the tags on 
wool clothing really mean. 

Without large funds to accomplish this aim, 
the Wool Stock Institute has embarked on a long 
range program designed to spread the word as 
far as possible for each dollar put into the cam- 
paign. Keynote of the project is a new film, 
recently released, Waste Not, Want Not (pro- 
duced by Audio Productions, Inc.). According 
to Mr. Ben Kaufman, Secretary-Treasurer of the 
Wool Stock Institute, a motion picture was 
selected because “it seemed to be a most effec- 
tive educational medium, highly adaptable and 
the best method of reaching the consuming pub- 
lic that has to be the one to create demand for 
re-processed and re-used wool.” 

The film is not a pretentious effort, but con- 
tains a lot of information that has been useful 
to and downright interesting to consumer and 
technical audiences with whom it has been 
thoroughly tested. 

Its theme is that the efficient housewife has 
many opportunities to economize on wool gar- 


Sorting of rags and clips for re-processing. 


ment purchases without sacrificing the necessary 
qualities she seeks. This is presented in a telling 
way, and honestly. It makes no claims that 
virgin wool producers object to, or would care 
to refute (a representative audience of them 
have already seen it). It tells more about the 
advantages of wool—of all kinds—than par- 
ticularly of wool garments made from waste 
materials, 

Re-used wool clothing, the picture explains, 
is made from old garments gathered by com- 
mercial or charitable collectors and turned over 
to dealers who sort them carefully through 
several stages as to grade, color, etc. (there are 
212 classifications of wool “rags”). Re-proc- 
essed wool cloth is made from the excess “clips” 
resulting when new wool is cut to patterns in 
garment making. Both rags and clips, after 
sorting, go through a process of being restored 
to fiber length and then carded, thoroughly 
washed, treated and formed into garments just 
as virgin wool is. 

Waste Not, Want Not is a multi-purpose film, 
will be placed on permanent loan with some 
state film libraries, promoted to technical schools, 
clothing retailers and government agencies. Of 
first importance, however, is its use before audi- 
ences of housewives, where lies the crux of the 
whole future of re-used and re-processed wool. 


Indonesian Government’s First Film 
for U. S. Is Rated Sub-Standard 


Sponsor: Office of Information, Indonesian 
Government. 
Title: This Is Indonesia, 10 min., b&w, pro- 
duced by The Demby Company. 
* This is a first public relations film venture 
in the United States of the young government of 
Indonesia. What could have been a fascinating 
film about this picturesque land, its political 
philosophy and controversial entry into the 
family of nations is bogged down by muddy 
amateur photography and a platitudinous script. 
Today’s demanding audiences could hardly come 
away from such a presentation as this with any 
fair or favorable picture of Indonesia. Best solu- 
tion would be to retire it as quickly as possible. 


The raw materials become fashionable garments. 
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Quality of Treatment and Content 
High in International Paper Film 


Sponsor: International Paper Company. 
Film: Jn Partnership with Nature. Pro- 
ducer: Raphael G. Wolff Studios. 


* This film has several objectives. The Inter- 
national Paper Company wanted to. show its 
employees some of the facts about the company, 
the extent of its operation and how the em- 
ployees fit into the overall picture of the wide- 
spread operation of International Paper. For 
its share-holders and potential share-holders, the 
picture shows what an investment in the com- 
pany means—and what an integrated operation 
it is. To its neighbors and townspeople in the 
areas in which it has woodlands and factories, 
the company shows its practice of good citizen- 
ship. And to paper buyers and the general pub- 
lic, the company presents a picture of widespread 
and well run operations. 

The main point made by the picture is that 
International Paper Co. recognizes that trees are 
a crop and works “in partnership with nature” 
to secure sustained yields from the areas which 
it “farms.” 

The company spends over a million dollars a 
year to educate its own people and its wood sup- 
pliers in forest management. It is pointed out 
that all forest plans are checked with govern- 
ment agencies, and follow the approved pattern 
for keeping the forest growing permanently. 
The company joins with other agencies in con- 
stantly fighting fire and teaching forest fire pre- 
vention—for fires are by far the biggest single 
users of wood. Not nearly as much wood is cut 
each year as is consumed by fire. 

In areas in which the company buys wood 
from private owners of wood lots, it makes a 
special effort to teach the owner how to conserve 
his own woodlands, furnishes seedlings, etc. 

The film is expertly produced throughout, and 
the color is particularly good both indoors and 
out. There are many beautiful forest scenes and 
there are several very excellent animation se- 
quences. The film is 34 minutes in length and 
this reviewer ended up wanting to see more of 
the logging operations as well as the paper mak- 
ing processes themselves. 

The film is suitable for general audiences of 
all kinds and information on it may be obtained 
from the International Paper Co., 220 E. 42nd 
St., New York 17. A French version of the film 
is also being produced for showing to the 
French-Canadian employees and neighbors of 


the company. ig 


“And Then There Were Four” Popular 


* Winner of a first award among safety films 
at the recent Boston Film Festival, And Then 
There Were Four, produced by Roland Reed 
Productions for General Petroleum (also used 
by Socony-Vacuum Oil and Magnolia Petrol- 
eum) is setting new audience records in its field. 
Combined theatrical and direct 16mm audience 
totals now exceed several millions with peak 
demand expected to continue through the sum- 
mer and into next fall. int 
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Wuat’s Beninp Apvertisinc’s Door? is 
the theme of the top picture; the copy- 
writer below is checking product facts. 


Rapio Or TV Propuction work may be 
helped by dramatics or speech training; a 
knowledge of production opens job doors. 


Career Slidefilm Wins Ad Federation Award 


Sponsor: The Women’s Advertising Club 
of Chicago. 

Title: Do You Belong in Advertising? 25 
min., sound and color slidefilm, pro- 
duced by Dallas Jones Productions. 

*% That the advertising industry is well 
aware of the effectiveness of the screen 
to advertise advertising is attested by such 
motion pictures as The Magic Key, The 
Voice of Radar and Epilogue. An even 
more direct tribute to the medium comes 
when the industry singles out for spe- 
cial honors an organization’s campaign in 
which a color and sound slidejlm is the 
major project. 

Do You Belong in Advertising? is the 
production which helped the Women’s 
Advertising Club of Chicago to first award 
in the eleventh annual competition for 
“outstanding advertising club achieve- 
ment in the interests of advertising and 
civic advancement,” presented at the con- 
vention of the Advertising Federation of 
America this month in St. Louis. The 
AFA membership includes more than 120 
men’s and women’s advertising clubs in 
the United States and Canada. 

The production, test screenings of which 
are being held preparatory to release in 
the fall, is basically a vocational evalua- 
tion subject, for teachers, parents and 
students themselves, but in answering its 
own question the film provides a study of 
advertising and its requirements as a pro- 


fession that reaches beyond the classroom, 
in its approach to the problem of develop- 
ing talent. 

The production was made during the 
tenure in office of Mrs. Gladys Blair, of 
the J. Walter Thompson Company, the 
retiring president. Among the consultants 
in the research were Dr. Herold C. Hunt, 
general superintendent of the Chicago 
public schools; Dr. Arthur H. Rice, man- 
aging editor of The Nation’s Schools; Dr. 
Charles L. Allen, assistant dean of the 
school of journalism of Northwestern Uni 
versity, and Walter johnson of the Society 
for Visual Education. 

The jury of awards included Frank 
Braucher, president, the Magazine Adver- 
tising Bureau, Inc., New York City; Ver- 
non Brooks, general advertising director, 
Scripps-Howard Newspapers; Samuel C. 
Gale, vice president, General Mills, Inc., 
Minneapolis; Eldridge Peterson, editor, 
Printer’s Ink, and Paul B. West, president, 
Association of National Advertisers, Inc. 

Prints are to be donated to the Chicago 
area schools and will also be made avail- 
able to high schools in other parts of the 
Unitee States. The film is directed in 
treatment toward the junior and senior 
high school levels. 

Inquiries should be addressed to the 
Women’s Advertising Club of Chicago, 
Room 614, 360 N. Michigan Ave., Chicago 
1, Til. It’s worth seeing! vig 





Pioneer Farm Film Producer-Team 
Completes Story of “Willing Acres” 
Sponsor: The Keystone Steel & Wire Company. 
Title: Willing 


and color, produced by The Venard Or- 
ganization 


{cres, OO min., 16mm sound 


* One reason why The Venard Organization 
merits a tribute as “the farmer's friend” lies in 
the fact that in its films for sponsors serving 
rural America, the producers achieve a degree 
of honest and very human interest in setting. 
story and presentation 

The personalized services of C. L. and Frances 
B. Venard are the foundation of that result. In 
the almost three decades of their operations 
(the company was formed in 1923) their pro- 
duction and distribution activities for industrial 
concerns have always been related to the farm. 

All this in turn makes the company the friend 
of the manufacturers of equipment for the 
Certainly the Keystone Steel & Wire 
Company of Peoria, Ill., must feel that way 
about it. The Venards’ The Shadow of a Pio 


neer, made for Keystone and relating the down 


farmer 


to-earth story of the founder of the manufactur 
ing company, was a winnel in the second an 
nual Freedoms Foundation Awards for “out 
standing contributions to freedom during 1950.” 

A fall release, with distribution by Venard 
through a Keystone dealer tieup, Willing Acres 
has won a favorable reception at showings be- 
fore representatives of the Soil Conservation 
Service in Washington and Milwaukee and be 
fore selected farm groups 

The story of Willing Acres. directed toward 
farm folk and with no geographical limitation 
of interest, was written by Art Moore, formerly 
editor of the Bloomington Pantagraph, more 
recently with the Prairie Farmer. and now with 
McGraw-Hill in Washington 

Filmed on farms and with rural folk partic 
ipating in the action, the production dramatizes 
land and the people whose lives are shaped by 
the use made of that land, whether in cotton. 
grass lands, rolling hills, the wheatlands, or the 
prairies. But there’s also the everyday life of 
the community, the barn dance. the telephone 
girl” who “keeps track of everything and every- 
body,” and the big decision of the young folk 
on taking over the responsibilities of the farm. 


Opening title of neu Keystone film. 


WILLING 
ACRES 


FIVE-QUAR 
O70 FO) 


Record-of the Run 


Sponsor: General Petroleum Corp. 

Title: Joseph Doakes and the Five-Quart Gallon; 
lomm color produced by Cate & McClone, 
under supervision of West-Marquis Agency. 


*% Statistics a-plenty were born from the con- 
ception of the 1951 Mobilgas Economy Run, 
glowing tributes to car performance, economical 
operation and fuel consumption, tight coopera- 
tion of many hundreds of personnel, and mastery 
of a thousand details—but that is not the story 
at all, at least not of the half-hour film produc- 
tion that covered the 840-mile grind. 

Here’s the way the problem stacks up. Thirty 
two cars are entered. The start is at “three 
o'clock in the morning.” The entrants are to take 
off at intervals of two minutes. Speed is to be 
as fast as the law allows for most of the course. 
Rain the first 50 miles, snow on the ground the 
last 60 miles, a temperature range of 35 degrees. 
40 m.p.h. headwinds part of the way, mountain 
ranges, up and down from 280 feet below sea 
level to 7005 above. You have five cameramen 
to cover the run itself (others for the start). 
How to keep the camera cars ahead of the con- 
testants at the points where footage is needed? 


Adequate Coverage a Production Must 

Well, they did it, all the way from the 3:00 
a.m. start from the General Petroleum garage 
in downtown Los Angeles to the south rim of 
the Grand Canyon. The staff of the Cate & 
McGlone producing organization had to light 
both the inside of the garage and the street area 
a block down, where the 32 autos were lined 
up. Nor did they miss in giving all contestants 
adequate coverage throughout the competition. 

That is the “behind-the-scenes” story of shoot- 
ing the General Petroleum-sponsored Joseph 
Doakes and the Five-Quart Gallon, all in color. 
C. A. “Cap” Palmer, who wrote film history with 
ind Then There Were Four, also for General 
Petroleum, did the story. Palmer, who recently 
with Dore Schary co-authored Case History of a 
Vovie, is now finishing the screen play for 
MGM's County Line (working title). James 
Algar, who did the editing of Doakes, won the 
Academy Award for Short Subjects this year 
with Beaver Valley, repeating his success of two 
years ago with Seal /sland. 

To the standpoint of production values of 
Joseph Doakes as a consumer film for showings 
to service clubs, schools, and churches and com- 
munity organizations should be added the poten- 
tials for showings at plant recreation hours, both 


for general interest and for the delineation of 
the theme of the Run. The primary thought of 
the competition was to prove that “smooth driv- 
ing is safe driving, economical driving,” and the 
ingredients of that recipe for the road are good 
driving habits, a properly maintained car, and 
the right kind of fuels and lubricants. 


Colorful Scenery Adds Interest 

Previewed this month in Chicago, Doakes 
presented a rounded coverage of the Economy 
Run, with all the background beauty that color 
film would give to a course that took in Mint 
Canyon, the Mojave Desert, the Panamint and 
Argus mountain ranges, Death Valley, Las Vegas, 
Hoover (Boulder) Dam, and then across Ari- 
zona and up to the Grand Canyon. That is 
indeed a travelog, and reports from plant recre- 
ational directors are practically unanimous in 
the observation that travel pictures stand up 
with the front liners of employee interest. 

Executive Vice President C. S. Beesemyer of 
General Petroleum had overall direction of the 
Run, with much of the preparation headed by 
Frank C. Meunier, advertising manager, and 
R. A. Meader, assistant advertising manager. 

The complex details required for the Run 
entailed the services of more than 250 of the 
General Petroleum personnel, starting in the fall 
of 1950 (the competition was held March 6 and 
7), 25 to 40 officials and deputies of the Ameri- 
can Automobile Association, 45 senior engineer- 
ing students of the California Institute of Tech- 
nology as rider-observers for the AAA, hundreds 
more individuals in the later stages of the 
project, 160 official autos. a special train and 
a chartered bus. 


Conditions Duplicate Average Driving 

The course selected for the two-day drive 
duplicated all conditions the average motorist 
encounters in a year: altitude and temperature 
variations as already noted (318 miles at high 
temperature), 70 miles of city driving, 345 in 
the mountains, 425 of level driving. Entrants 
were permitted to choose either Mobilgas Reg- 
ular or Special (premium). 

The sweepstakes trophy was won by a Lincoln 
sedan driven by Les Viland with a ton-mile 
mark of 66.484 miles a gallon, an actual average 
of 25.448, against an average of 23.923 for all 
cars, ranging from the 4-cylinder Henry J to 
the Chrysler Crown Imperial Limousine. The 
average speed of the field was 40.6 m.p.h. 

Such are the statistics. valuable of course to 
motordom and likely of interest to practically 


This Lincoln won the sweepstakes trophy. 
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every motorist. The play’s.the thing, however, 
and the filmplay of the Run has just about 
everything, for everybody. bt 


Good Customer Relations Is Theme 
ef New Chevrolet Dealer Film 


Sponsor: Chevrolet Motor Division. 
Title: The Head Man, produced by The 


Jam Handy Organization. 


* One of the pioneer film sponsors 
through several decades of utilization of 
the motion picture and slidefilm in_ its 
dealer programs, Chevrolet Motors pre- 
sents Edward Everett Horton, funny man 
of the entertainment theatre, to star in a 
production engineered to maintain and 
improve public relations for the company’s 
dealers. 

However, The Head Man is more than 
a dealer and salesman picture. The use of 
Horton is a clue to the fact that Chevrolet 
wishes to extend the appeal area beyond 
the salesroom to direct contact with the 
public at community gatherings and at 
business and service organization meet- 
ings. To that end prints are being distrib- 
uted to several thousand dealers with the 
recommendation they use the production 
as a public relations tool. 

Every layman, without deep tillage of 
his memory, can recall from the last war 
with its shortages of wanted items that all 
too many salesmen, plagued by the mutter- 
ings of disgruntled customers, threw cour- 
tesy out the window. In The Head Man 
is a humorous yet cautioning guide to 
salesmen not to go and do !ikewise in the 
period ahead, which is likely to bring 
similar challenges. 

Horton plays the customer who in the 
earlier sequences takes to recording the 
risibilities of inept and discourteous sales- 
men and then proceeds to an all-out rebel- 
lion. His final solution is, as to be expected, 
on the hilarious side. 

An “assistance kit” in an elaborate folder 
from Chevrolet’s Direct Selling Service 
tells the dealers how to plan showings of 
the film and outlines short talks for varying 
audiences. A large picture on the cover 
is suggested as a bulletin board poster. 
Cards with illustrations and mottoes from 
the film are used in the dealers’ offices as 


cues for the staff. ie 


Featured stars Nydia Westman and 
Edward Everett Horton in “The Head Man” 
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Horpornt’s New Cotor Fit in production at Atlas Films’ studios; Hollywood players Art Jar- 
rett (the music man) and Evelyn Ankers (second and third from left above) are featured in a 


theme based on Hotpoint’s All-Electric Kitchen. 


Louis Marlowe, widely-known director, is su- 


pervising the production. The studio set simulates a radio station. 


Saving of Georgia’s Woodlands 


Shown by Union Bag in “Green Gold” 


Sponsor: Union Bag & Paper Corp. 


Title: Green Gold, 25 min., color, produced by 
Films For Industry, Inc. 


* “As you take, so must you give.” This briefly 
tells the story of Green Gold, a film about the 
forestry resources of Georgia, much of which 
supply the paper industry with a continuing 
source of pulpwood. Fires and uncontrolled 
logging are a serious menace to the paper in- 
dustry and this film lends ammunition to con- 
servation efforts to save the tree crop “not for 
a year, or a century, but for as long as man will 
ever have need for them.” 


Unlike many other natural resources, trees 
if care 
and proper methods are taken to plant and man- 
age the crop properly. Two-thirds of Georgia 
is woodland, providing not only raw material 
for the turpentine, lumber and paper industries 
but capital assets in plants, mills, offices and 


are constantly replenishing themselves 


hundreds of thousands of steady jobs for Georgia 
citizens. 


Green Gold shows how tree selection—thin- 
ning—can provide a regular income for the 
woodlot owner without ruining his stand; shows 
how government and company firefighters team 
up to fight forest fires. 


For its self-interest. Union Bag explains its 
stake in Georgia’s forests by showing that paper- 
build tremendous 
plants that need regular supply. They can not 
level a woodland area and move on. The com- 


men come to an area to stay 


pany shows what it is doing to educate young 
foresters and to provide educational materials 
for conservation-minded citizens of tomorrow. 
The trees must be saved. bade 


Animated Soap Opera for New York 
Savings Banks an Incredulous Tale 


Sponsor: 


York. 


Savings Bank Association of New 


Title: Career for Two; 16mm color, produced 
by Sutherland Productions. 


* Career for Two, a lush new color film about 
banking, of all things, was released last month 
by the Savings Banks Association of New York 
It is a combination of cloying soap opera, True 
Romances, and economics text book and Dick 
Tracy. 

Boy is writing script for television about 
savings banks, finds it mighty dull going. Loyal 
banker’s secretary resents this. They dine: 
tablecloth. Business: 
waiter rips tablecloth off so boy can keep valu- 
able notes. Pause: while audience clucks embar- 
rassedly at this excruciating gimmick. 


inspiration written on 


lovable, 
semi-animated gargoyles in Disney-like situa- 


What happens: Boy draws cartoons 


(CONTINUED ON THE FOLLOWING PAGE} 


Safety is a bank's predominant asset 











(CONTINUED FROM THE PRECEDING PAGE) 
tions. Same time man makes pompous lecture 
on banks. What does he say? By this time, 
who cares. 

Is program successful, does boy get girl? 
Where have you been all these everlasting (19) 
minutes ? 

There are certainly better ways to tell about 
the obvious merits of savings banks than this. 
The American Bankers Association’s fine series 
of stories about how banks operate, told in 
simple but intelligent terms, have certainly 
proved this. QR 


“The Bettger Story” Sales Hit 
Becomes New Dartnell Picture 


%® When Frank Bettger, salesman-writer-lecturer 
and former baseball big leaguer, decided to 
write the book that he had tried in vain to find 
when he began selling insurance, he started 
something. His book, “How I Raised Myself 
from Failure to Success in Selling,” jumped to 
the front row of non-fiction best sellers in 90 
days. Last fall the Dartnell Corporation pur- 
chased motion picture rights from the publisher, 
Prentice-Hall, Inc., and 200 companies in 56 
lines of business agreed in advance to purchase 
prints to help underwrite production costs. 

Dartnell has made several slidefilm series in 
the sales field but The Bettger Story is its first 
motion picture. The 30-minute sound film, pro- 
duced and directed by Ted’'Eshbaugh, has in its 
cast a number of stage, screen and television 
stars of Broadway and Vine street. 

The title of the film is a true definition of the 
production. It is built upon seven incidents in 
his life, which helped him to success in selling. 
His “13 Week-Plan” of working habits is incor- 
porated in 13 Pocket Reminders which he pre- 
pared as supplementary material for the film, 
and he rewrote much of the film dialogue. He 
reenacts in the production a selling triumph of 
his career. Hence the finished picture has the 
ring of authenticity as well as dramatic effects. 

The core of the sales lesson is that a good 
man will succeed in selling if he will apply 
certain principles which are available to all, 
whatever the industry or job. 

The Betiger Story is available on only a rental 
basis, the charge being $40 plus $1 per person 
\ Meeting Guide of 
$6 pages contains many suggestions including 
an introductory talk 


attending each showing. 


Inquiries should be ad- 
dressed to the film department of the Dartnell 
Corp., Ravenswood and Leland Avenues, Chi- 


cago Ww), Hl.  g 


Star salesman and author Frank Bettger. 


Gutenberg’s movable type opened new era. 


Evolution of Good Typography 
Shown in Monsen Color Slidefilm 


Sponsor: Monsen-Chicago, Inc. 

Title: Type and Its Origin (96 frames), sound 
slidefilm, color; produced by Dallas Jones 
Productions. 

* Illustrative of the manyfold services of a 

graphic arts film conceived with a wide-visioned 

sponsor and producer idea which is fulfilled in 
the presentation of it, Type and Its Origin is 
not only a teaching tool for Monsen typesetters 

and advertising layout personnel but also a 

cultural subject for schools and a fitting booking 

for plant showings. 


Primitive Scrawls to Modern Design 

Traced is the evolution of communication by 
writing, with the primitive man triumphing over 
time by making recordings on the walls of the 
cave, his descendants cheating space with mov- 
able messages such as rope knots. Pictures sim- 
plify into code, and Egyptian hieroglyphics 
denote sound with picture. Come the Greek and 
Roman alphabets, manuscript writing by the 
scribes of a later period and their development 
of two complete alphabets, capital and small 
letters, with the three most important styles then 
Humanistic (Roman script), Gothic and Cursive. 

“Circulation” demands bring the first efforts 
to “print” books, by cutting pages of manu- 
scripts in wood blocks and pressing against 
paper: with Gutenberg’s Bible (illustration) 
movable type is introduced. We see the work 
of Claude Garamond, first commercial type 
founder, Benjamin Franklin, the ornate French 
type faces and the decorative advertising de- 
signs, followed by the modern and functional 
style of the “advertising age,” culminating in 
type adaptations to “the needs and moods of 
everyone who writes and reads.” 


Program Sold at Cost of $17.50 

The cultural parallel runs alongside the indus- 
trial values throughout, which is as it should 
be, for in the larger and equally practical aspects 
the graphic arts as school courses go beyond 
the business of the printer to basic processes 
and the concomitants of history and its peoples. 
The development of the printed writings of today 
and all the precedent steps mirror the life of 
each period and the impact of events upon 
society. 

For educational use the film is made available 
at $17.50. Copies of the companion booklet are 
10 cents each. Inquire of Monsen-Chicago, Inc., 
Educational Department, 22 E. Illinois St., 


Chicago 11, Ill. Vg 





Conservation of Land Resources | 
Featured in New Caterpillar Film | | 
|| 


Sponsor: Caterpillar Tractor Company. 

Title: Power for Protection (23 min.) 16 mm, 
color. 

*% Memories of the days when the plight of 
farmers and ranchers in the “dust bowl” areas 
was front page news are reawakened by the 
developments on the international front and such 
news items as the voting of loans to India for 
the purchase of. American wheat. The fact is 
that the conservation of soil is an ever-present 
top story, and the defense program adds special 
pertinence to Caterpillar’s newest film. 

Actually there is a threefold lesson in Power 
for Protection: water conservation as well as 
the saving of the soil, plus land reclamation. 
In all three objectives the role of tools and 
power of earthmoving machinery is integrally 
important. Here are bulldozers preparing water 
channels and filling gullies; root rakes, stump- 
dozers and harrows removing trees and brush 
from woodlands and old fields; motor graders 
building terraces; other machines clearing mes- 
quite and scrub from ranges. 

Areas covered by the cameras were the south- 
east, middlewest and plains states. As much of 
the footage was shot at Mountain Lake Farms 
near Oneonta, Ala., the campus of the Alabama 
Polytechnic Institute at Auburn was selected for 
the premiere in that state. A copy of the film 
was presented to President Ralph B. Draughon 
by Caterpillar and its Alabama distributors, the 
J. D. Pittman Tractor Co. (whose president 
officiated) and the Burford-Toothaker Tractor 
Co. Caterpillar’s central division sales manager, 
F. D. Haberkorn, spoke on production high- 
lights. P. O. Davis, Institute extension director, 
presided at a dinner for 75 agricultural spe- 
cialists. 

The Caterpillar company consistently has done 
a meritorious job of supplementing its film pro- 
gram with helpful and well-illustrated literature. 

And Caterpillar’s library of its many film 
productions is evidence enough of what the 
screen has done for its promotion programs. 

For prints of Power for Protection, available 
on a loan basis, write the Caterpillar Tractor 
Co., Peoria, Ill., or the area distributor. bale 
Dr. RatpH DRravuGHon 
Auburn, accepts print of “Power for Protec- 
tion” from J. D. Pittman of Birmingham, Ala., 
at film’s premiere. 


(left), president of 
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A continuing feature of Business ScREEN is the publication at 
regular intervals of a convenient index to films reviewed in these 
pages. The listing below covers the period of approximately one 
year. An asterisk following a title denotes a Case History review. 


SPONSOR 


Adv: Chamber of Commerce 
Aetna Life Affiliated Com- 

panies 
Air Transport Association 
All-Radio Presentation Committee 
Allegheny Ludlum Steel Corp. 
Amelia Earhart Luggage 
American Bankers Association 


American Cancer Society 


American Feed Mfrs. Assn. 

American Heart Association 

American Institute of Steel 
Construction 

American International Asso 
ciation and Venezuelan Govt 


American Meat Institute 
American Medical Association 
American Petroleum Institute 
American Telephone & Telegraph 


American Viscose Corporation 
Anheuser-Busch Company 
Arabian-American Oil Company 
Armour and Company 


Associated Railroads of New 
Jersey 
Association of American 


Railroads 


Bank of America 
Bausch & Lomb Optical Co. 
Bigelow Sanford Carpet Co. 


Borden Company Kennedy 
Mansfield Division 

British Government Nigerian 
Colonial Office 


Godfrey L. Cabot, Inc. 


Can Manufacturers Institute, 
Benton & Bowles 

Canadian Department of 
Fisheries 

Canadian Industries Limited 


Canadian National Film Board 


Celanese Corporation of 
America 


Central Mortgage and Housing 
Corporation, Canada 


Chevrolet Motor Div., General 
Motors ( orp. 

Chicago Daily News 

The Christophers, Inc. 

City of Chicago Board of 
Election Commissioners 

Civil Aeronautics Administration 
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PICTURES 
The Magic Key* 


Vol. No. Page 
& Issue No. 
May 50 XI II—21 


May 51 XII Ill— 8 
Feb 51 XII I—37 
May 50 XI III—23 
May 50 XI III—37 
Dec 50 XI VIII—23 


Friend or Foe 

Overseas Flying Classroom 

Lightning That Talks* 

Sand and Steel 

There Is a Difference* 

The Graduate School of 
Banking 

Breast Sel{-Examination 

From One Cell 

Cancer of the Stomach, 

Esophagus and Intesti 

The Growth of a Nation* 

Guard Your Heart 


Feb 51 XII 1—36 
Dec 50 XI_ VIIT—39 
Feb 51 XII I—32 


Dec 50 XI VIII—23 
June 50 XI IV—26 
Mar 51 XII IIl—10 





Build with Steel* Mar 50 XI II—27 
May 51 XII Ill—42 
May 51 XII Ill—42 
May 51 XII Ilil—42 
May 51 XII Ilil—32 
May 51 XII Ill—28 
Mar 50 XI II—22 
Aug 50 XI V—36 
May 51 XII IlI—42 
Feb 51 XII I—34 


May 50 XI III—22 


Cooking Hygiene 
Food for a Strong People 
The Home Food Supply 
This Is Life* 
They Also Serve* 
Servant or Destroyer 
Adventure in Telezonia 
The Invisible Receptionist 
Telephone Cable to China 
Telephone Relays—U and 
Y Type* 
Telephone Screen Review 
#10 Feb 51 XII I—34 
The World at Your Call Feb 51 XII I—34 
How Rayon Is Made Feb 51 XII I—18 
The House That Faith Built* June 50 XI IV—32 
Water Horizon Feb 51 XII 
The A-B-C’s of Beef CookerySept 50 XI V 
Better Bacon Sept 50 XI 
Can You Carve? Sept 50 XI 
Easy As Pie Sept 50 XI 
Spring Chicken Year-Round Sept 50 XI 
Your Frankfurter Favorites Sept 50 XI VII—26 
What Do You Know About 
New Jersey* Mar 50 XI IIl—24 
On the Track 
Whistle in the Night 
Help Yourself (SSF) 
Wonderland of Vision 
Color Facts That Build 
Carpet Sales* 


Mar 51 XII—66 
Mar 51 XIIl—66 
May 51 XII Il—42 
Sept 50 XI VII—42 


May 50 XI III—23 


Success Story (SSF)* Mar 50 XI II—27 


Daybreak at Udi Mar 51 XII Il—65 


Mar 50 XI II—27 
Mar 50 XI IIl—27 


Mar 50 XI II—31l 


Good Company* 
A Study in Black* 


Facts for Your Food Budget* 


The Oyster Man 
Briarcliff Food Center 
Tomorrow Today 
Apres le Bagne 
Family Tree 
Feelings of Depression 
The Fight—Science 
against Cancer 


May 51 XII Il—20 

Aug 50 XI V—16 
Dec 50 XI VIII—39 
May 51 XII Ill—20 
May 51 XII HI—20 
May 51 NII Il—20 


May 51 XIil Iil—20 


A Modern Yarn for Modern 
Living (SSF Series) Mar 50 XI IIl—42 

On to Fortune 

Pride of Possession 


May 51 XII 11—12 
Sept 50 XI VII—12 


Mar 51 XII 
Sept 56 XI 
May 50 XI 


Many Hands 
The Editor's Notebook* 
You Can Change the World 


Il—66 
VII—26 
Ill—24 


II—31 
IlI—38 
III—38 
IlI—38 
III—38 


Mar 50 XI 
May 50 XI 
May 50 XI 
May 50 XI 
May 50 XI 


Chicago Votes Modern* 
A Plane Is Born 

Safe Aircraft 

Safe Airmen 

Safe Flight Operations 


1951 


SPONSOR 


Consumers Power Company 
Cooper's, Inc. 

Curtis Publishing Company 
Cutter Laboratories 


Dairy Farmers of Canada 

Dearborn Motors Corporation 

Deering-Milliken & Company 

Delco Products Div., General 
Motors 

Department of Health, State of 
Vermont 

DeSoto Div., Chrysler Corp. 

Henry Disston & Sons 

Dodge Div., Chrysler Corporation 

Doehler-Jarvis Corporation 

Doubleday & 





ypeny 


Dow Chemical Company 
Dun & Bradstreet, Inc. 


E. L. du Pont de Nemours 


Du Pont Finishes Division 


Eastman Kodak Company 


1847 Rogers Brothers, Div. 
of International Silver Co. 


Ethyl Corporation 


Farm Bureau Insurance Companies 
Federation 
Ferry-Morse Seed Company 


Fisher Body Div., General Motors 


Ford Motor Company 


General Electric Company 


General Electric 
Division 

General Foods, Inc. 

General Mills, Inc. 

General Motors Corporation 


Company Lamp 


General Petroleum Corporation 
Geophysical Service, Inc. 


Girl Scouts of America 
Hamilton Watch Company 


John Hancock Mutual Life Insur- 
ance Company 


Hawaiian Sugar Planters Assn. 
H. J. Heinz Company 

Hotpoint, Inc. 

Household Finance Corporation 


Illinois State Chamber of 
Commerce 

Imperial Oil Ltd. (Canada) 

Instrument Society of 
America 


International Acetylene Assn. 


International Ladies Garment 
Workers Union 


International Shoe Company 


Kelvinator Division, Nash- 
Kelvinator Corporation 


Kerr-McGee Oil Industries 
Keystone Steel & Wire Co. 
Kiekhaefer Aeromarine Motors 


Kopper’s Company 


(CONTINUED ON 
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Mar 51 


Page 
No. 


XIIl—66 

Mar 51 XII—67 
May 50 XI III—29 
Sept 50 XI VII—42 


Mar 51 XII U—77 
Sept 50 XI VI—25 
Feb 51 XII I—18 


Aug 50 XI V—23 


At Our House* Feb 51 XII I—30 
Sales Training Series* (SSF) Sept 50 XI VI—26 
The Woodcutter’s Dream May 50 XI IiIl—22 
Power-Wagon Aug 50 XI V—12 
The Shortest Way* Feb 51 XII I—23 
A Bargain in Protection 

Dec 50 XI VIIT—29 


(SSF) 
May 51 XII Ill—40 


PICTURES 


Meet Outstate Mivhigan 
All I Can Do 

Magazine Magic (Revised) 
I. V. Stat 


Power of Pennies 
Waves of Green* 


Wool 


Motors on Parade* 


4 Date with Polly (SSF) 

Credit, Man’s Confidence 
in Man 

Close Up of Nylon* 

The duPont Story* 

The Case for Color 


May 51 XII IIl—35 

Dec 50 XI_ VIII—24 
Mar 51 XII Il—63 
May 50 XI III—32 

Functional Photography 
in Industry 

This Can Happen to You 


Feb 51 XII I—34 
May 51 XII 11—40 


Designs for a Homemaker* 


May 51 XII 11—35 


Doctor of Farm Machinery* Feb 51 XII 1—27 

The Future Is What You 
Make It 

There Is a Difference* 

A Closed Book* 

Behind the Tourist Curtain 

Background for Beauty 

Better Gardens for Better 
Living 

Fishin’ for Fun* 


The American Cowbeoy* 
Operation "51 

Pride of Workmanship 
6,000 Partners 

Steering with Standards* 
A Chance to Play* 
Electrified Farming 

A Story to Remember 


Mar 50 XI II—25 
May 51 XII Ifl—34 
Dec 50 XI VIII—25 
Sept 50 XI VII—42 
Sept 50 XI VII—40 


Sept 50 XI VII—40 
Feb 51 XII I—28 


May 51 XII Ill—37 

Feb 51 XII I—10 
May 51 XII Il—42 
Sept 50 XI VI—25 

Feb 51 XII I—3l 
May 51 XII Ill—48 
May 50 XI IlIl—34 
Dec 50 XI VIII—29 


May 51 XII Ill—42 
Dec 50 XI VIIT—29 
Sept 50 XI VII—29 
May 50 XI III—34 


Sept 50 XI VII—23 
Mar 50 XI I1—23 
Aug 50 XI V—22 

Sept 50 XI VI—27 

May 51 XII 11—34 
Feb 51 XII I-31 


Father Sees the Light 

Partnership for the Future 

Assignment-General Mills 

Between the Lines 

Driver Education Series 
(m.p. and ssf.) 

Safe As You Think 

And Then There Were Four* 

Make No Mistake* 


The Growing Years* 


How a Watch Works* 


Faith in Our Fiture* 
On These Foundations 
Mills Wheels Rolling 
The Big Kitchen* 
Miracle of the Rainbow* 
Budgeting for Better 
Living (SSF) 
What Shall 1 Wear? 
(SSF) 


Dec 50 XI VIIL—31 
May 51 XII Ill—42 
Feb 51 XII 1-4 
Feb 51 XII 1I—22 
Dee 50 XI VIII—23 


Mar 51 XII Il—.66 
Mar 51 XII Il—66 


It's Good Business 
Newfoundland 


Feb 51 XII I—30 
Mar 51 XII Il—77 


Principles of Automatic 
Control 

Acetylene Welding 

The Oxy-Acetylene Flame 
Master of Metals* 


Mar 51 
May 50 XI 


XIl—67 
Itl—37 


Aug 50 XI V—36 


May 50 XI 
June 50 XI 


With These Hands 


One Ounce of Safety 


Ill—6 
IV—35 


Foundation for Confidence* 
Get the Space, Get the 
Beauty, Get the Buy, 
Get Kelvinator* 
Neptune's Oil Fields* 
The Shadow of a Pioneer* 
Green Blazes 
Sharking .. . But True 
Outboard Thrills and Spills 
See Cassidy 


Mar 50 XI IIl—30 


Mar 50 XI Il—30 
Sept 50 XI VI—36 
Dec 50 XI VIIT—3 
Feb 51 XII I—36 
Feb 51 XII 1—36 
Feb 51 XII I—36 


Dec 50 XI VIII—34 
THE PAGE ) 
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Liberty Mutual Fire Insurance 
Company 

Lily-Tulip Corporation 

P. Lorillard Company 


Lumbermen’s Mutual Casualty 
Company 

Lutheran World Council 

Malleable Founders’ Society 

Marathon Corporation 

Metropolitan Life Insurance 
Company 


Michigan State Medical Society 
Minneapolis-Moline Co 


Mishawaka Rubber & Woolen 
Manufacturing Co 

Monsanto Chemical Company 

Mullins Mfg. Corporation 


National Assn. of Automotive 
Mutual Insurance Co's 


of Manufacturers 
of Food Chains 
of Purchasing 


National Assn 
National Assn 
National Assn 
Agents 
National Assn, of Retail Grocers 
National Bd. of Fire Underwriters 
National Bowling Council 
National Conference of Christians 
and Jews 
National Distillers Corporation 


National Film Board of Canada 
National Highway Users 

Conference 
National Inst 
National Retail Furniture 
National Tuberculosis Assn 
New Idea Div., Aveo Mig. Corp 
New York Central System 


of Mental Health 
Assn 


New York Life Insurance Company 

New York Society for the Relief 
of the Ruptured and Crippled 

Norfolk & Western Railway 


National Safety Council 


Oil Industry Inf 

Otis Elevator Company 

Outdoor Advertising Ass 
of America 


Committee 


wiation 


Pan American World 


Airways 


Pacific Gas & Electric Co 
Pacific Northwest Loggers Assn 
Paper Cup & Container Institute 
Pennsylvania State 

Sanitary Water Board 


Pepperell Mfg. Company 
Perfex Corporation 
Philadelphia Electric Company 
Phileo Corporation 


Plymouth Div., Chrysler Corp 

Point of Purchase Advertising 
Inst 

Pontiac Motor Division of 
General Motors Corporation 

Presbyterian Board of 
Christian Education 

Pressure Cooking Institute 
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\ ol. No. 


Page 
& Issue 


PICTURES 


Fire in Miniature 

Fountain Glamour (SSF) 
Hopis on the Mesa 
Seminoles of the Everglades* 


Mar 50 XI Il 
May 51 XII Ul 
Dee 50 XI VIII 
Aug 50 XI V 


Last Date* 

The Two Kingdoms* 
This Moving World* 
Tips about Tux (SSF) 


Mar 50 XI Il 
May 50 XI Iii 
Dec 50 XI ‘VIII 
May 51 XII Ill 


Mar 50 XI II 


Be Your Age 

Vewsweek Looks at Life 
Insurance 

Tubby’s Trouble 

To Your Health 

in American Journey 

Havens of Peace 

The Soil ls Good 

Weather Whys 


Dee 50 XI VIII 
Sept 50 XI VII 
June 50 XI IV 
June 50 XI IV 

Feb 51 XII I 

Feb 51 XII I 
June 50 XI IV 


Really on the Ball (SSF) 

The You in Public Relations 

Youngstown Kitchen 
“Package” (MP & SSF) 


May 51 XII Il 
Aug 50 XI V 
Mar 50 XI Il 

Caution at the Crossroads Vil 
Operation Safety 

(Minute Movies) 

Joe Turner, American 

The Spud and You 


Sept 50 XI 


Feb 51 XII I 
May 50 XI Ill 
Feb 51 XII I 
Partners in Purchasing* Aug 50 XI V 
Better Stores Program (SSF)Dec 50 XI VIII 
The Tore h* Aug 50 xl 
d4merica Bowls* Feb 51 XII I 


One God* 

Doing Business on the 
Two Label Plan* 

Safe Clothing 


Mar 50 XI Il 


Feb 
Mar 


51 XII I 
50 XI Il 


Horizons Unlimited 
Preface to a Life 

Retail Training Series (SSF) 
Coming Home* 

4-H Headlines 

It's a Deal 

Men of Maintenance 
Strictly Business* 


Mar 50 XI Il 
May 50 XI Iii 
Dee 50 XI VII 

Mar 50 XI Il 
May 50 XI Iii 
Sept 50 XI VII 

Mar 51 XIl 

Dee 50 XI VIII 
The Bone Bank 
Operation Fast Freight* 
Cause for Alarm 
Freight Handling Safety 
Speaking of Safety 

(SSF Series) 
Stop the Fire Thief 
What's Your Safety 1.Q.? 
24 Hours of Progress 
Skylines Unlimited 


Feb 51 XII I 
May 50 XI Ill 
Feb 51 XII I 
June 50 XI OV 


Dec 50 XI VIII 
Feb 51 XII I 
Mar 50 XI Il 

Sept 50 XI VI 
Aug 50 XI V 


Your Outdoor Neighbor 
(SSF) Mar 51 XIl 

College Week in Bermuda Feb 51 XII I 

Double Deck Clipper* May 50 XI Ill 

Wines Over the World 

12) 

W ings to Bermuda 

Sierra Fish & Game 

Yarding Logs 

Sale Service* 


(Series Sept 50 XI VI 
Feb 51 XII I 
Mar 50 XI I 
Mar 50 XI II 

Dee 50 XI VIII 

Waters of the Common 
wealth* 

Dear Miss Markham 

People Are Our Business 

Power for You 

The Story of Philco Quality 
in Mass Production (TV) 

The Case of Tommy Tucker 


May 51 XII Ill 
Feb 51 XII I 
Feb 51 XII I 
May 51 XII II 


Sept 50 XI VI 
Feb 51 XII I 


Eye Catchers 
Catchers 


dre Sales 


Feb 51 XII I 


Through the Years May 51 XII I 


Into the Good Ground* 
Food for Thought 


May 50 XI Ill 
Feb 51 XII I 


SPONSOR 


Puerto Rican Rum Association 


Pure Oil Company 

Putman Publ. Co., Industrial 
Adv. Assn. 

Quebec Government 

Quebec Pulp and Paper Safety 
Association 


Rail Steel Bar Association 


Raritan Valley Farms Producers 
Assn., Raritan Valley Farms 
Richfield Oil Company 


Roberts Company of Los Angeles 
Rock Island Lines 

Rose Marie of California 

Ross Roy, Inc. 

Royal Typewriter Company 
Schering Corporation 

Seagrams (Canada) 

Sears, Roebuck and Company 


Shell Oil Company 


Simplicity Manufacturing Co. 
Sinclair Refining Company 


Sporting Arms & Amm. Mfg. Inst. 
E. R. Squibb & Sons 
Standard Oil Co. of California 


State of West Virginia Dept 
of Vocational Rehabilitation 


Sues, Young & Brown Company 
Sun Oil Company 


Swift & Company 
Temperance & Tolerance 
Assn. of Am. 


Texas Company 


Textile Workers Union of Am., 
clo 

Toni Company 

Twentieth Century Fund 


United Fruit Company 
U.S. Air Force 


L. 5. Armed Forces, 
Dept. of Def 


U.S. Army 


. Coast Guard Academy 
Dept. of Agriculture 
Department of State 

. Economic Cooperation Adm. 


Fish & Wildlife Service 


Gypsum Company 


Navy (Naval Dental School) 
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PICTURES 


Let's Make More Money with 
Rum* 


Sept 50 XI VI—27 
Tomorrow Begins Today 


Aug 50 XI V—32 


The Radar of Selling* 


Dec 50 XI VIIT—24 
Winter Angling in Comfort 


May 51 XII Ill—20 


The Story of Pierre and 
Marie 

Rail Steel in the World 
Today 


Mar 51 XII Il—77 


Dec 50 XI VIII—24 


Feb 51 XII I—44 
May 50 XI IIIl—37 


May 50 XI IIl—37 
May 51 XII Il—42 
Feb 51 XII I—34 
Feb 51 XII I—34 
Feb 51 XII I—18 
May 50 XI III—22 
Feb 51 XII I—32 
Mar 51 XII Il—77 


Something to Crow About 

Oregon and Its Natural 
Resources 

Washington and Its Natural 
Resources 

Specify Smoothedge (SSF) 

Wheels of Progress 

Let Yourself Go 

Land of the Free 

Right . . . at the Start* 

The Male Sex Hormone 

Pin High 

The Colors That Go 
Together 

A History of the Diesel 
Engine 

The Story of Shell in 1949 

For Your Land's Sake 

Clear Path to Profit 

Vissouri and Its Natural 
Resources 

Shooting Safety* 

Behind the Window* 

It's Up to You 

Operation Miki 


Sept 50 XI VII—42 
Dec 50 XI_ VIIT—39 
Sept 50 XI VII—12 
Feb 51 XII I—39 
Feb 51 XII I—39 


May 50 XI IIIl—37 
Feb 51 XII I—29 
Mar 50 XI II—30 
Mar 50 XI II—22 
Mar 50 XI II—4l 


dn Investment in Human 
W elfere* 

Sleeping Giant Series* 
(SSF) 

444A Road Test* 

Design for the ’50's* 

Big Idea* 


May 51 XII IIl—38 
Mar 50 XI IT—32 
May 51 XII IIl—35 
May 50 XI IIl--24 
Mar 51 XII I[l—64 


And the Truth Shall Make 
You Free* 

4n Introduction to 
Meadville* 

Tex—The Story of a 
Champion Cal} 

Your Farm Workshop 


Sept 50 XI VI—25 


Feb 51 XII I—27 
Sept. 50 XI VI—26 
June 50 XI IV—29 


Union at Work* 

Viss Dunning Goes to Town 

Vachine Power Means 
Plenty* (Filmstrip) 

Journey to Banana Land 

Civil Air Patrol 

Look to the Skies 

Ready jor Flight 

Tactical Air Command 

Your Air Force in Action 


Aug 50 XI V-—-4# 
Mar 50 XI IIl—42 


Sept 50 XI VI—25 
Sept 50 XI VII—27 
May 50 XI III—37 
Mar 51 XII Il—73 
May 50 XI III—37 
May 50 XI III—37 
Dec 50 XI VITI—39 


Fighting Lady's Family 

Battle jor Time 

Communism 

The Crime of Korea 

The First Forty Days 

Guarding Against Sahotage 

The Medical Effects of the 
Atomic Bomb 

Our Stand in Korea 

Research and Development 

Turning the Tide 

Career for Tomorrow* 

Outbreak 

Steel Rust 

Killing Weeds with 2, 4-D 

Junior Chamber of 
Commerce 

E.C.A. Means Business 

Food for Thought 

Vy Father's House 

The Outside Story 

The Secret of the Masters 

Cemplete Dentures—-Alginate 
Impressions Dec 

Complicated Exodontia 
Introduction 

Partial Dentures 
Bio-mechanics 

Topside Painting 
Preparation 


FIFTY-TWO 


May 50 XI III—37 
Nov 50 XI VII—12 
Sept 50 XI VII—12 
Dec 50 XI VIII—34 
Sept 50 XI VII—12 


Nov 50 XI VII—12 
Sept 50 XI VII—12 
May 50 XI III—37 
Nov 50 XI VII—12 
Feb 51 XII I—37 
Feb 51 XII 1—34 
Feb 51 XII I—34 
Feb 51 XII I—34 


May 51 XII IIl—42 

Mar 50 XI II-—4 
May 50 XI III—37 
Feb 51 XII I+ 
Mar 51 XII Il—67 
May 50 XI ITI—32 


50 XI VIII—34 
VIll—34 
50 XI VIII—34 


50 XI VIII—34 
SECTION) 


Dee 50 XI 
Dec 


Dec 
IN BACK 
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Production scene from “Green Gold.” Block long dolly shot 
accomplished by mounting lights and camera on overhead trolley. 


Union Bag and Paper Corporation 
. +s 4 Good Neighbor 


Forest fires and uncontrolled cutting of trees are a serious 
problem to the paper industry and the people of the pulp- 
wood growing sections of the country. 

In Georgia, where two-thirds of the land area is forest 
land, the Union Bag and Paper Corp. has a special interest 
in preserving forest resources. Thousands of permanent 
jobs and millions of dollars of plant investment are involved 
in Union Bag’s stake in Georgia's pulpwood growing 
industry. 


A thirty minute color motion picture, Green Gold, to be 
shown to audiences in every village and town in Georgia, 
describes the making of paper from the time the seedling is 
planted to the end product. It points out that trees are grown 
and harvested like any other crop; shows the terror and 
waste of carelessly started fires. By helping to preserve 
one of the state’s most important resources, Union Bag is 
not only investing in its own future but performing an out- 
standing public service. 


Films for Industry, Inc. 


NEW YORK—135 WEST 52nd STREET e PLAZA 3-2800 
PHILADELPHIA—1700 WALNUT STREET e KINGSLEY 5-0831 
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General Outdoor Advertising Film 

Explains System of Auditing Traffic 
* Outdoor advertising, its advan- 
tages and method of operation are 
presented in a 20-minute color mo- 
{il Outdoors, 
which the sponsoring GENERAL OuT- 
DOOR ADVERTISING ASSOCIATION, op- 
erating in 1400 cities and towns, is 


tion picture, Big As 


using as a selling tool for presenta 
tion to advertisers 
A day in the 


Americans, in the average town of 


lives of average 
Marketville, is measured in terms 
of their traffic patterns, then judged 
by many standards before the loca 
tions of the outdoor poster panels 
are determined. The scientific dis- 
counting system used 
trafh 


explained 


in auditing 


passing before the panels is 


Bookings of the picture, produced 
by SarRA, INC., are being handled 


by the association 


Insurance in the 

Layman's Language 

* Taking life insurance out of the 
trade terminology of actuarians and 
books of 
statistics, are three new filmstrips 
made by the Instirute oF Lire 
INSURANCE for school showings but 


underwriters and their 


also for use in training and with 
community talks by insurance folk. 
The films, 
are: How Life Insurance Operates 
(41 frames), Hou 


Began (44 frames) 


averaging 20 minutes, 


Life Insurance 
and How Life 
Work (4l 
frames). The set is purchasable in 
color at $15, single film $6: B&W 
set $10, single $4. Address the Edu- 
cational Division, Institute of Life 
Insurance, 488 Madison Ave., New 
York City 22. 


Insurance Policies 


Latest Firestone on Rubber Uses 

* Uses of rubber in manufacturing. 
farming, transportation and in the 
home are depicted in The Miracle 
of Rubber, besides the operation of 
labora- 
tories. The 20 minute sound and 
color film, sponsored by the FIRE- 
STONE Tire & Rusper Co., 
able on free loan from Association 
Films, Inc., 347 Madison Ave., New 
York City 17, and its branches in 
Chicago, Dallas and San Francisco. 


factories, plantations and 


is avail- 


Final Title “Song of Mid-America” 
* The final title of the Illinois Cen- 
tral Railroad’s 100th anniversary 
film, Jerry Fairbanks 60-minute 
video-commercial, is Song of Mid- 
{merica. The working title was 
Centennial Pageant. 


PICTURE 


PARADE 





NEWS ABOUT FILMS AND 


IBM Electric Typing Film Shows 
Champion's 185 Words a Minute 
* The electric typewriter, cue to 
lower office costs and improved out- 
put of personnel, taps out a training 
lesson in color for industry and 
school business classes in Electric 
available for free 
loan from the INTERNATIONAL Bust- 
ness Macuines Corp., 590 Madison 
Ave.. New York City 22. Showings 
are being made in local IBM offices 


in the companys program of co- 


Typing Time, 


business men and 
RKO-Pathe, 


the film, in which Stella Pajunas, 


operation with 
educators. Inc., made 
world’s champion typist, turns out 
185 words a minute, then in slow 
motion shows why correct training 
pays. 


Personnel.. 


PRODUCTION TECHNIQUES 


Cardboard Displays Come to Life 
In General Electric Sales Appeal 

* Cardboard displays do talk and 
they sell, too, dealers are advised 
by General Electric in The Night 
They Talked, 25-minute sound and 
the Wilding 
Picture Productions, Inc., for show- 


color film made by 
ing at distributor meetings. 

At the close of a meeting of deal- 
ers, two of the “silent salesmen” 
come to life with the flair of an 
Aladdin’s genie and show how im- 
pulse buying prompts most sales, 
how design, color and flash presen- 
tation attract and hold customers. 

Inquiries should be addressed to 
the Public Relations Dept., General 
Electric Co., 570 Lexington Ave., 


New York City 17. 


Experience... 


Facilities 


. 


~~ 


ih 
? 


producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


Frederick K. 


6063 Sunset Boulevard, Hollywood 28 


Company 


Hillside 3183 


Conveyors at Work in 14 Plants 
Shown in New Lamson Sound Film 


* The Lamson Corporation really 
gets down to cases—15 of them 
and in 14 different industries—to 
show in a 20-minute sound motion 
picture the many ways to use con- 
veyors to save time, 
manpower by speeding handling 
operations, reducing confusion and 
increasing production by improved 
handling methods. 

The film, Conveyors That Pay 
Dividends, is pointed toward mate- 
rial handling supervisors, receiving 
and shipping foremen, traffic engi- 
neers and production executives. It 
demonstrates the conveyors at work 
in widely differing types and oper- 
ations, and in the following listing 


money and 


of the companies it is noted that 
practically all have used the screen 
to promote their own products. The 
companies and their industries are: 

The Coca-Cola Co. (bottling 
plant), Strietman Biscuit (cracker 
bakery), T. M. C. Schmidt & Son 
(brewery), Mt. Hope Finishing Co. 
(textile), U. S. Rubber Co., Hans- 
com Baking Corp. (bread), Inter- 
national Business Machines Corp., 
International Harvester Co. (farm 
machinery), Gillette Safety Razor 
Co.,. Bristol-Myers Co. (drug com- 
pounding), Crowell-Collier Publish- 
ing Co. (magazines), E. R. Squibb 
& Sons (pharmaceuticals), The 
Courier-Journal (newspaper) , West- 
inghouse Electric Corp. and Esso 
Standard Oil of New Jersey. 

For procurement of prints write 
J. S. McCullough, Sales Promotion 
Manager, Lamson Corp., Syracuse, 
ee 2 
Color Film on Cummins Diesel 


* Action is the goal of almost any 
sponsor to draw maximum general 
interest to his film, and when the 
product itself has to do with speedy 
action and drama he has a “nat- 
ural.” That’s the good fortune of 
the Cummins Engine Company, 
Inc., for its new l6mm color pro- 
duction, Cummins Diesel Special 
Vo. 61, carries the idea of the 
engine from the engineer into its 
performance in the Indianapolis 
race classic and on to a speed rec- 
ord on the salt flats at Bonneville, 
Utah. The engine used was a highly 
supercharged variation of a light- 
weight highspeed truck engine now 
in production. 

For free loan address the Man- 
ager of Sales Development, Cum- 
mins Engine Co., Columbus, Ind. 
Puerto Rico’s New Labor Film 
* The Labor Office of the Puerto 
Rican Government has released a 
new film, A Girl From Puerto Rico. 
International Movie Producers Serv- 
ice produced the picture. 
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ELIMINATE MOUNTING AND 
PICTURE HOLDERS WITH 


All copy is held absolutely flat on the 
VACUMATIC PLATEN of this ultra-modern 
Beseler VU-LYTE during projection, through 
suction created by a special fan. 

There is no need to spend time pasting 
and mounting copy—or inserting copy into holders. 
You simply introduce your copy onto the platen, 
and there it “stays put” without curl or flutter. 

As you handle the superb new VU-LYTE, 
you'll appreciate the exceptional advantages of 
this VACUMATIC PLATEN. It’s one of the 
exclusive Beseler developments that make the 








VU-LYTE the most modern and most versatile 
i of visual teaching tools. 

Fan action of the Beseler f E mit 
VACUMATIC PLATEN* not Yes, Beseler explored every line in bringing 
only holds copy flat during . ee . —_ ? ~ 2 H 
guteaion, tat heaps tate you a projector that gives top-notch results with 
rior of the projector unus- 
wally cool. 





FEED-O-MATIC* 
CONVEYOR— 


maximum ease and economy of operation. 
For instance: 





1, YOU CAN use the VU-LYTE in a partially- 

lighted room. Total darkness is unneces- 3. YOU CAN project a lighted arrow onto 
sary in order to obtain clear, sharp images any part of the illustration by means of 
and brilli colors—b VU-LYTE pro- the new Beseler built-in POINTEX*® POINTER 
vides extra illumination. —thereby pointing out details without leav- 
2, YOU CAN feed mixed or continuous copy ing the projector. 

through smoothly, without light flashes, 4. YOU CAN use VU-LYTE on an uneven 
by means of the Beseler FEED-O-MATIC* surface—project on small or large 
metal belt CONVEYOR. A full 81x11 page screens. In addition VU-LYTE is an amazingly 
POINTEX* letter or @ postage stamp can be projected quiet and cool operating opaque proj ’ 
PROJECTION POINTER with equal ease, without flutter. 


a 
oe a” These advanced, exclusive features, plus others, are incorporated in 
io (Oe j a projector that weighs only 35 Ibs. and is reduced in price! 
Ask for a free demonstration of the precision built VU-LYTE in 
—_—— your own projection room and for more information regarding this 
truly new concept in opaque projection ask for booklet F 


CHARLES CSasclere COMPANY 


Est. 1060 
Ss 60 Badger Avenue, Newark 8, N. J. 


The World's Largest Manutacturer of Opaque Projection Equipment 
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Vernon L. Crank (center, holding film) 
national director of the Treasury Dept.’s 
Defense Bond Division at preview of 
“Red Hand’. Others at show were (1 to 
r) Carl Henke, General Outdoor; O. John 
Davis. Chiel of Graphics Detense Bond 
Division Ur. Clark Harold O. Eves, 
Outdoor Adv. Assn.; Leonard O. Trester 
General Outdoor’s director of public pol- 
icy. (story below) 


Outdoor Advertising Assn. Presents 
Defense Bonds Appeal in New Film 
* A 14-minute motion picture, The 
Red Hand, prepared for the Ovur- 
ADVERTISING ASSOCIATION OF 
AmeRICcA for showing at the three 


DOOR 


recent area conventions of member 
associations to enlist their all-out 
cooperation in the sale of I S. 
Defense Bonds, and now being pre- 
sented before groups of business 
leaders to encourage their sponsor- 
ship of the drive, was previewed in 
Chicago by Government representa- 
tives and executives of the associa- 
tion, at the studios of Sarra, INc. 

Vernon L. Clark, national direc- 
tor of the Treasury 
Defense Bonds 
John Davis, chief of graphics of 


Department’s 
Division, and O. 


the division, attended the preview, 
Henke. 
manager, General Outdoor 
Harold L. 
manager of the business develop- 
A dver- 


tising Assn., and Leonard W. Tres 


sales- 
Adver- 


I ves, 


with Carl general 


tising Company; 
ment department, Outdoor 


ter of Washington, director of pub- 
lic policy for General. 

In the film, General George Mar- 
shall, defense secretary, and Secre- 
tary of the Treasury John Snyder 


appeal for support of the drive. 


39th National Safety Congress 
Opens on October 8 in Chicago 

Five hotels in Chicago will share 
the sessions of the 39th National 
Safety Congress and Exposition, to 
be held October 8 to 12. 

Meetings on industrial safety 
have been scheduled at the Stevens, 
Palmer House, Congress and Mor- 
rison; traffic safety, the Congress; 
commercial vehicle and farm safety, 
La Salle; school safety, Morrison; 
and home safety, Stevens. 

For additional information write 
R. LL. 
National 
Michigan 


Forney, general secretary, 
Safety Council, 425 N: 
Ave., Chicago 11, Il. 
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New Methods and Better Sound 
Topics Before Regional SMPTE 


* Papers on three-dimensional mo- 
tion picture applications, simulta- 
neous high-speed arc photography 
and data recording with the 16mm 
Fastax camera, and plans for im- 
provement of 16mm sound quality 
were presented at the SMPTE Cen- 
tral Section’s regional meeting in 
Detroit June 23. George W. Col- 
burn, president of the Geo. W. 
Colburn Laboratory, Inc., is the 
Section chairman. J. S. 
Kemp headed the program commit- 
tee. Robert E. Hayes of The Jam 
Handy Organization cooperated on 


Central 


local arrangements. 

Eugene L. Perrine and Nelson 
W. Rodelius, Armour Research 
Foundation, described the modifi- 
cation of the optical system of a 
galvanometer oscillograph for cor- 
relating photographs with other 
recorded data. Major Robert W. 


Bernier of the Wright-Patterson 
Air Force Base at Dayton, Ohio, 
for whose three-dimensional color 
process using a single film the Air 
Force has taken out patents in his 
name, discussed methods of taking 
and projecting 16mm high speed, 
normal speed and time-lapse stereo- 
scopic motion pictures of the alter- 
nate frame type. The report on 
SMPTE recommendations for bet- 
ter 16mm sound quality was by 
Ellis W. D’Arcy of the DeVry Corp. 
D'Arcy is chairman of the 16mm 
sound reproduction subcommittee 
of the SMPTE’s 8mm and 16mm 
committee. 

The Section members toured the 
Jam Handy studios, where E. F. 
Zatorsky described newly installed 
magnetic film recording equipment, 
and visited the RCA Victor Divi- 
sion Brenkert Plant, maker of drive- 
in theatre 35mm sound projection 
equipment. Hosts at a cocktail hour 





EST. i914 


effectively. 





People accept readily only those 
ideas they want to believe. Hence, 
attitudes must be conditioned be- 
fore ideas can be communicated 


Our “‘attitude technique” in film 
production holds the confidence 
of top organizations in business 
and government. 


PATHESCOPE PRODUCTIONS 

@ SLIDEFILMS @ TV 

580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-5200 


MOTION PICTURES 
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were the DeVry Corp., Geo. W. 
Colburn Laboratory, Inc., both of 
Chicago, and General Film Labora- 
tory, Detroit. Films shown included 
Kiekhaefer Aeromarine Motors’ 
Green Blazes and, by courtesy of 
Martin Stevens of StevensRose Pup- 
pets, The Grasshopper and the Ant. 


“Menhaden” Entered for Festivals; 
Macklow Is Official U.S. Delegate 


* Financed by the menhaden in- 
dustry and recently completed after 
a year in the making, The Story of 
Menhaden (20 min., sound and 
color) produced by the Fish and 
Wildlife Service of the Department 
of the Interior, has been selected 
by the Department of State motion 
picture review committee as one of 
the films to be entered in the com- 
petition of the Twelfth International 
Exhibition of Cinematographic Art 
at Venice August 8 to 18 and the 
Fifth International Edinburgh Film 
Festival August 19 to September 9. 

The 16mm motion picture shows 
fishing for menhaden, processing, 
using menhaden meal and fish sol- 
ubles in feeding hogs and poultry, 
preparing fortified oils, in paints, 
varnishes, insect sprays, printing 
inks, and soap. Menhaden oil also 
is used as a lubricant in machinery, 
aluminum casting and leather tan- 
ning. 

The Fish and Wildlife Service, 
which in 1949 won first prize in 
the public relations series at the 
Venice Festival with /t’s the Maine 
Sardine, advises that because of 
limited prints no specific dates for 
shipment of The Story of Menhaden 
can be made. For television per- 
mission address the Fish and Wild- 
life Service, Branch of Commercial 
Fisheries, Washington 25, D. C. 

Elliot A. Macklow, who super- 
vised production of both films, has 
been chosen by the Department of 
State to be the official United States 
delegate to the Edinburgh Festival. 
Macklow, who has charge of the 
Service’s Branch 
Fisheries, will sponsor the films 
representing the U. S. Government 
at the Festival and will discuss tech- 


of Commercial 


niques for improved production of 
motion pictures of that type, with 
producers, writers and educators of 
the other countries. 


+ * * 


SMPTE Now in Enlarged Offices 

* The SMPTE now is operating out 
of its enlarged headquarters at 40 
W. 40th St. in New York City 
where it occupies the fifth floor of 
the American Radiator Building, a 
move dictated by the needs of the 
enlarged membership and the in- 
creased activities of many engineer- 
ing committees. 
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TV Commenciats for Fall's Beer were a 
recent production assignment at Chicago's 
4tlas Film Studios. 


TELEVISION TALK 
Textile Company Orders Color TV 
To Launch Advertising Program 

* A new textile industry introduc- 
ing the use of ramie and kenaf 
fibers in its products is taking to 
the newest medium of advertising, 
CBS color television. President Al- 
exander Guterma of the American 
Ramie and Kenaf Corporation of 
New York called for weekly color- 
cast time on as many CBS-TV sta- 
tions as available, the first step in 
the company’s national advertising 
program. 

The company has perfected proc- 
essing machinery to use the ancient 
fibers which now can be cultivated 
in the southern states. 

TV Takes Half of Facilities of 

Motion Picture Center Studios 

* Motion Picture Center Studios in 
Hollywood has converted one-half 
of all facilities to television accord- 
ing to President Joseph Justman, 
and a new corporation, the Motion 
Picture Television Center, will han- 
dle all TV production and renting. 
President of the new organization 
is William Norrins, executive vice- 
president of the Film 
Corp. William Stephens is vice pres- 
ident in charge of production. 
Stephens has made the “Dr. Chris- 


Emerson 


tian” films and several productions 
for Lippert, Republic, Small and 
Lesser. 

“We must face the facts,” Just- 
man said. “Television is going to 
stay, and we must deal with it.” 


Zenith Trans-Oceanic on TV 

* Commander Donald MacMillan, 
Arctic explorer, Westbrook Van 
Voorhis and John Cameron Swazey 
are featured for the new Super 
Trans-Oceanic Portable of the Ze- 
nith Radio Corp., in an all-dialogue 
series of TV film commercials pro- 
duced by the New York studios ot 
Sarra, Inc. Others in the eight 60- 
second and 20-second series, with 
Bob Trout, give information on 
TV’s UHF channels. Sarra’s Chi- 
cago studios are making additional 
20-second films on the new Zenith 
portables. 


First 13 Pathe Hy-Lights Finished 
* The first 13 of 300 issues of 
Pathe Hy-Lights, 15-minute weekly 
TV film series of sports and oddi- 
ties with columnist Hy-Gardner as 
commentator, have been finished by 
the Cinetel Corp. Each issue of the 
series will have eight stories, a 
total of 2,000. Release of the first 
13 issues was June 27. 

= . * 
New Fonda Company to Expand 
Output of Processing Machine 
* The Fonpa Corp., successor to 
the Fonda Division of Solar Air- 
craft Co., has been formed to ex- 
pand the production of Fonda ma- 
chines for processing l6mm and 
35mm black and white color film. 
Wittiam W. Drewry, Jr., is pres- 
ident of the new corporation. 

The Fonda machine has exclusive, 
patented top-friction drive mechan- 
ism giving the passing film an over- 
drive by increasing progressively 
the diameter of each drive roller 
over that of the preceding one, 
thus insuring the absence of slack 
in the film from elongation in the 
solutions. 


West Going Wild for NAVA Frolic 
* A “Frontier Night” with special 
entertainment, square dancing, ama- 
teur show and novel quiz program, 
will be staged by the Rapiant 
ScREEN MANUFACTURING Corp. the 
night of July 30 as a blue jean 
and cowboy fun frolic of the NAVA 
convention at Chicago’s Hotel Sher- 
man July 28 to 31. 








You should own the McGraw-Hill book 
FILMS IN BUSINESS AND INDUSTRY 
b 


y 
HENRY CLAY GIPSON 


President of 


FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
200 titles) in color filmstrips for use in 
education. 


Order your copy from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. 
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For Instant Movability 
and Advanced Design 


“HYDROLLY” 


(TV or Camera Doily) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight—sturdy 

easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 





PRECISION - ACCURATE “SYNCHRONIZER”’ 





16mm or 35mm 
IMMEDIATE DELIVERY 


Any combination of sprockets assembled 
to your specifications. Sturdy cast alumi- 
num construction. Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
positive film contact. Fast fingertip roller 
release, sprocket shaft slip lock, complete 


with footage counter. 


VARIABLE SPEED MOTOR with TACHOMETER 


for Cine Special Camera and Maurer Camera 


115 ¥. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cin: Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 


12 Volt DC Variable Speed 8-64 Frames. 
115 Volt AC 60 Cycle, Synchronous Motor, 


Single Phase. 


Animation Motors for Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 


Cameras, and Time Lapse Equipment. 


e LENS COATING 
e“T" STOP CALIBRATION 


e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 


for 16mm and 35mm cameras. 


e BAUSCH & LOMB 


Cameras. 


e RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 


Special Cameras. 


Write for full information and prices 


“BALTAR" 
LENSES and others for Motion Picture and 
TV 








NATIONAL CINE EQUIPMENT, Inc. 


20 WEST 22nd STREET 


NEW YORK 10, N. Y. 
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Samuet G. Rost 


New Victor Animatograph Corp.; 
Samuel Rose President-Treasurer 

® Purchase of the business of the 
VicToR 
rion, of Davenport, lowa, and the 


ANIMATOGRAPH CORPORA- 


organization of a new lowa cor- 
poration bearing the same name, 
has been announced by SAMUEL G. 
Rose. who was president of the for- 
mer company and resumes active 
management of the new corpora- 
tion as president and treasurer. The 
business had heen operated the last 
five years as a division of the Cur- 
tiss-Wright Corporation. 

Headquarters administration, 
sales and service will continue from 
Davenport and a branch sales office 
will be maintained in New York 
City. 

Other officers include Vice Presi- 
dents Horace O. Jones. Eldon Im- 
hoff and A. J. McClelland, and 
Secretary T. M. Arp. Directors, be- 
sides the officers named, will be 
Daniel Needham. Carl F. Woods, 
E. V. Babbitt and George M. Fried- 
lander, all of Boston, and George 
W. Lane, Jr., of Lewiston, Maine. 

The facilities of Motiograph, Inc., 
Chicago, have been signed for man- 
ufacture and assembling of the Vic- 
tor 16mm motion picture equip- 
ment. Motiograph will continue to 
make and sell its own 35mm pro- 
fessional projection, sound and 
speaker equipment through inde- 
pendent dealers in the United States 
and Canada, and elsewhere through 
Hansen, Ltd. Victor 
production will continue at the 


Frazar and 


Bendix aviation plant at Davenport 
until Motiograph is equipped to add 
the Victor manufacturing. 

Victor has sales outlets through 
more than 3,000 dealers and 75 
distributors in the United States, 
and additional outlets in 60 foreign 
countries. 

Alexander F. Victor, who in 1923 
invented, produced and sold his 
first l6mm motion picture cameras 
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and projectors, had established the 
business in 1910 to make appliances 
and materials for motion pictures. 
In 1918 he launched a movement 
for a safety film standard for the 
nontheatrical field and out of this 
came the 16mm _ non-inflammable 
film. He retired in 1946. Rose, 
who had become associated with 
Victor in 1910, centered his activi- 
ties on business development while 
Victor's attention was directed to 
engineering and product develop- 
ment. 

The president of the new com 
pany has been a vice president and 
director of the National Association 
of Photographic Manufacturers, 
Inc.. and a chairman of the a-v 
business advisory committee of the 
Film Council of America. 

Victor’s administrative, sales and 
service offices are being located in 


the Davenport Bank building, the 
service department meanwhile hav- 
ing been in the Krause building at 
Fourth and Warren streets. 


Apex's General Manager Mallen 
Becomes Chairman of Directors 


* T. Kevin MALLEN, named chair- 
man of the board of the AMPEX 
Ececrric Corp. of San Carlos, 
Calif., has been general manager 
in reorganizing the manufacturing 
and marketing of the company’s 
magnetic tape recorder business 
since he joined Ampex early in 
1949. He is also a managing part- 
ner of the Ayala Corp., San Fran- 
cisco, and the president of the 
Peninsula Symphony Association in 
Redwood City, Calif. For years 
Mallen was Far Eastern general 
manager for the International Busi- 
ness Machines Corp. 





ATTITUDE! 


The Maker of Star Salesmen! 
The Defeater of Most Salesmen! 


Why do 20% of your Salesmen 


Sell 80% of 


your 


volume ? 


Why do so many of your poten- 


tially good men fail to click ? 


Could it be their ATTITUDE? 


“THE ATTITUDE THAT 
GETS BUSINESS” 


One of seven sound slidefilms in our 


““AGGRESSIVE SELLING SERIES’’ 
will give your men the answers. 


PHONE - WRITE OR WIRE 


Rechet Pictures, IJuc. 


6108 SANTA MONICA BLVD. 


HOLLYWOOD 38, CALIFORNIA 





Harotp R. NIssLey 


H. R. Nissley Opens Management 
Counseling and Training Service 


* Haron R. Niss.ey, long a cham- 
pion of audio-visual communica- 
tions, an engineering specialist in 
the development of a-v industrial 
training tools, and a moving force 
in building the Cleveland Film Fes- 
tival to its national prestige, has 
established a management counsel- 
ing and Areas 
covered include work simplification 
and measurement, incentives, learn- 


training service. 


ing curves, management visual aids 
and supervisory training. His head- 
quarters are his office and labora- 
tory at 3514 Radcliffe Rd., Cleve- 
land Heights 21, Ohio. 

As industrial engineering consult- 
ant of the General Electric Com- 
pany the last eight years, Nissley 
was providing the services for 43 
GE lamp, glass and parts factories 
which he now is making available 
to industry in general. 

Upon a foundation of business 
experience, direct contact wtth shop 
problems and service as an edu- 
cator, Nissley has constructed a 
large contribution to the a-v field 
by application of his conviction 
that, because “seeing is believing,” 
visual aids provide the most effec- 
tive means for shop selling. Starting 
in the early 40's he has taken more 
than 300 low-cost movies in 24 fac- 
tories and now has a private film 
library which includes management 
films of General Motors Corp., the 
National Association of Manufac- 
turers, Allan Mogensen and the 
University of Iowa. 

Nissley, a registered professional 
engineer, was for 16 years an asso- 
ciate professor of factory manage- 
ment, marketing and economics at 
three universities. He worked as an 
airplane jig and fixture maker as 
late as the summer of 1942. Most 
of the last 12 years, however, he has 
concentrated upon industrial en- 
gineering in fields of motion and 
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time study, standard time data and 
cost estimating, before-and-after 
micro-motion movies, factory learn- 
ing curves, and development of an 
ideal factory chair. 

Sixty articles published in a score 
of magazines in the last 15 years 
attest his place as an authority in 
management fields, which is re- 
lected also in honors accorded him. 
Past president and national director 
of the Society for the Advancement 
of Management and past president 
of the Cleveland Film Council, Niss- 
ley also was named a member of 
the visual aids committee for this 
International Management 
Congress meeting in Brussels. For 
the last three years he has been 
mentioned in Who’s Who in the 
Midwest and Who’s Who in Arbi- 


tration. 


year's 


The extensive pictorial and tex- 
tual attention 
Cleveland Festival in 
Screen Magazine (Issue 5, Vol. XI) 


given last year’s 


Business 


was made possible by Nissley’s co- 
operation. 

Nissley’s academic degree from 
the Illinois Institute of Technology 
was in electrical engineering but he 
passed the State of Ohio profes- 
sional engineering examination in 
1940 in industrial engineering. 


Julie Reiley Named Advertising 
Coordinator on RCA Records 

* Julie A. Reiley has been ap- 
pointed advertising coordinator of 
RCA’s Custom Record Sales Divi- 
sion. She will continue to work 
under Bennett S. Rosner, division 
ad manager. Miss Reiley, who has 
been with RCA for 18 months, was 
formerly with the Honolulu Star- 
Bulletin. 

Fred Whitney Joins SMPTE Staff 

* Freo Wuirtney, formerly with 
the Altec Service Corp. and the 
ERPI Division of Western Electric. 
is now on the staff of the SMPTE 
to direct test film technical opera- 
tions and correlate them to the field 
of the 16mm motion picture in edu- 
cation and TV and to performance 
problems of sound systems in 
theatres. 


If it’s Equipment— 


Serving the industry for over a quarter century 


MILT SHERMAN 


Milt Sherman Advertising Manager 
of Radiant; New Building Underway 
* Mitt SHERMAN, named advertis- 
ing manager ‘of the Radiant Manu- 
facturing Corp. and the Radiant 
Specialty Corp., is widely known in 
the agency field after many years 
as an account executive. He was an 
air advisor to SHAEF Press Cen- 
sorship after winning four decora- 
tions in World War II as a bomber 
captain. Sherman is a graduate of 
the University of Wisconsin. 

Filling government contracts for 
equipment will utilize much of the 
new facilities to be provided by an 
addition under construction at Ra- 
diant’s plant at 2627 W. Roosevelt 
Rd. in Chicago. 

An enlarged coating department 
will be housed in the new structure, 
which is to have soundproof ceil- 
ings, the latest lighting and space 
engineering. The executive offices 
of the projection screen company 
will move to the new building, to 
be occupied by midsummer. 
Seymour Jacob Sales Coordinator 
For Radiant s Government Orders 
* Seymour Jacos, in charge of 
Government sales of the RADIANT 
MANUFACTURING CorpP., has been 
named Government sales coordina- 
tor of the company, which is allot- 
ting a part of its new plant facilities 
to filling contracts from the U. S. 
Navy and U. S. Air Materiel Com- 
mand. 


Look no Further! 


Here, under one roof, you will find all your 
needs for making, producing and showing motion 


picture films ... 


Your idle or 


and at the usual worthwhile 
S.O.S. saving in price. Try us and see! 


S. 0. S. TRADING POST 


mt moy fill the bill for 


surplus equipme 
someone else. Tell us what you ae one See oe 


it for cash or offer it to a e 


receptive customer 
CHARGE FOR THIS CONFIDENTIAL SERVICE. 


$.0.S. CINEMA SUPPLY CORP, 42:,#" 2 


New York 19 
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AUTOMATIC 


Colorful, ever-changing disploys of 
your product continue endlessly for 
days upon days when you merchandise 
with Selectroslide. For this fully avto- 
matic 2x2 slide projector uses 48 
colorful scenes to tell your story for o 
few cents a day. Best of all, by an 
exclusive process developed by the 
makers of Selectroslide, each slide can 
now be titled, giving information about 
style, model number, price and avail- 
ability of your products, without inter- 
fering with the picture area. 


PROJECTION 


Now, heavy equipment can be shown 
actually on the job. Furniture can be 
sold better from an actual room setting, 
glowingly depicted in natural color. 
Any product, no matter how small or 
how large, can be merchandised better 
when projected from economical, easy 
to produce color slides. Whether in oa 
display room, ao convention gathering, 
or @ prospective customer's office, 
Selectrosliide can help do a better 
selling job for any product. Write 
now for further information. 


FOR 
Selling-neining SPINDLER & SAUPPE 


conventions — displays 
— sales rooms — lobbies. 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 








SLIDEFILM 


Plywood construction with 
brown leatherette coverin 


CINECRAFI 


CARRYING 


CAN] 


SUPPLY C9. 


Re ee ee 











GLENN JouNnston, technical direc 
tor of Bert Johnston Productions 
Inc checks scene 


tral Life 


for Union Cer 


Insurance fhiln 











Official Films and Jerry Fairbanks 
To Merge TV Production and Sales 


* Merger of Jerry FarBanks Pro- 
DUCTIONS and OFFICIAL FILMs into 
a new organization, to produce and 
distribute hundreds of films for 
television annually, is reported near 
completion, with $5,000,000 avail- 
able for video film programming. 
While the Fairbanks company in 
effect Jerry 
Fairbanks will have charge of all 


becomes a subsidiary, 


production and will be on the board 
of directors, the producing com- 
title and the 
films it produces will be designated 


pany will retain its 
Fairbanks productions. Robert Law 
rence continues in charge of New 
York studio production. 

Isaac D 
Official Films board, has the same 


Levy, chairman of the 
position in the merged organiza- 
tions and Aaron Katz continues as 
president. Levy has resigned from 
the board of CBS, which he helped 
organize, to give full time to the 
William Goodheart. 


one of the organizers of the Music 


new operation 


Corporation of America, returns to 
business activity as sales manager. 
Leon of CBS is a 
Other major stockholders and board 
members include Manie Sacks, RCA 
vice president, and Henry Jaffee, at- 


Levy director. 


torney. 


Hubbell Heads Transcript Unit 
And State Department TV Study 


* Ricuarp W. Huppert, 
transcription service director of the 
Voice or America by the Interna- 
tional Broadcasting Division of the 
U. S. Department of State, will also 
be the chief of a television section 
to study TV 
division. 


named 


possibilities for the 


Hubbell has been chairman of his 
own radio-television producer and 
consultant company since 1947 and 
has helped establish 25 or more TV 
stations and projects. He is the au- 
thor of “Television Programming 


42 
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and “4000 Years 
of Television.” He headed the: orig- 
CBS 


was on the 


and Production” 


inal television news depart- 
staff 
of the Crosley Broadcasting Corp.. 
WLW, 


manager and television consultant, 


ment, executive 


Cincinnati, as production 
was associated with Time, Inc., as 
a motion picture director for “The 
March of 


consultant for 


Time” and special TV 
Life 


was 


Fortune 
N. W. 


Ayer and Son advertising agency. 


and 


magazines, and with 
He has directed or produced 1,000 
of short 


films and many radio programs. 


TV programs, a number 


Green Is Partner in Promotional 

To Head Public Relations Filming 
* Cuinton H. GREEN has become an 
active partner of Promotional Films, 
Inc., heading the company’s ex- 
panded operations in public rela- 


\ 


tions productions. Green was a 
foreign correspondent and business 
New York 
returned from 
years overseas. Earlier he 
with the International News 
Service at home and abroad as a 


representative of the 
Times and recently 
eight 


was 
war correspondent. 


Miller AFP Special Representative 
® Josepu R. MILcer, 
business manager and associate 
editor of “Ross Reports on TV 
Commercials,” has been named by 
AMERICAN FILM PRODUCERS to a 
new post of special representative, 


who was 


created for the company’s widened 
program of TV and public informa- 
tion film production. 


Belcher Heads Ross Roy, N. Y. 
* Joun F. BELCHER heads the New 
York of Ross Roy. 


Inc., just opened. 


branch office 





Dana C. MANNING 











Manning Joins Jam Handy Staff 

* Dana C. MANNING, now a mem- 
ber of the training devices staff of 
THE Jam HAnpy ORGANIZATION, as 
project engineer, had been senior 
engineer of the Bendix Aviation 
Corp. He will help develop special- 
ized mechanisms for government 
research projects as well as syn- 
thetic training devices and other 
photographic and 
paratus. 


projection ap- 


Gerald Blank Writing Freelance 

* Gerald Blank, formerly with the 
Pathescope Productions and for the 
past year writing training films un- 
der contract to the U. S. Army’s 
Signal Corps Photographic Center, 
is now doing freelance script writ- 
ing for producers in the New York 
area. 

Sid Schwartz Heads Research 
Section, USDA Film Service 

* Sip Scuwartz is the new head 
of the research and planning sec- 
tion of the Motion Picture Serv- 
IcE of the U. S. Department of 
Agriculture, following the resigna- 
tion of Sid Abel, who has set up 
his own scriptwriting organization 
in Washington. 

Schwartz, who has written a se- 

ries of Air Force and agricultural 
films for the Department, was chief 
scenario writer of the Air Force’s 
motion picture unit, after experi- 
ence as a reporter, news commenta- 
tor, radio editor, playwright and 
scenarist. 
* Boyp T. WoLrr, added to the 
writing staff of the Motion Picture 
Service, has been in visual educa- 
tion 20 years and was a script- 
writer for the Office of Strategic 
Services in the last war. 

Carrot, A. Lewis, now a film 
editor for the Service, at one time 
edited Hopalong Cassidy motion 
pictures and handled a_half-hun- 
dred Government information and 
training films in the war. 

Also joining the staff is VINCENT 
J. ELetro, animator, who worked 
on Terrytoons and was for four 
years with the First Motion Pic- 
ture Unit of the Air Force. 
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Shappe-Wilkes agency and 





now operating her own public 
office for 
accounts in New 


relations pho- 
tographic 
York City as of last month. 
Ewen to Industrial Arts 

* Doucias H. 


formerly 


EWEN, SR.., 
manager of adver- 
tising research of the Kaiser- 
Frazer Corporation and the 
Packard Motor Company, has 
been appointed to the edi- 


Douctas H. Ewen, Sr. 


Matt FARRELL 


Farrell and Gage Organize 
New Producing Company 

* With Matt Farrell as presi- 
dent and Hugh Gage as vice 
president, FARRELL AND GAGE 
Fits, INc., 
ized to produce motion pic» 


has been organ- 


tures for industry in public 
relations, personnel training 
and advertising. Gage former- 
ly was with the Robert Yar- 
nell Richie Productions, Inc. 
The new company’s address is 


11 West 42nd St.. New York. 
HucH Gace 


torial and contact department 
of InpustriAL Arts, Detroit. 


Radcliffe to New York City 

® Transfer of Victor Rap- 
cLIFFE, formerly a sales rep- 
Tue Jam 
ORGANIZATION out of 


resentative of 
HANDY 
Detroit headquarters ofhce, to 
the New York sales and con- 
tact staff of that 
company. was announced last 
month. Mr. Radcliffe is al- 


ready active on the new as- 


national 


s.gnment in the East. 
| 





Eleanor |. Ney Opens 
Public Relations Office 


* Well known to the pho- 


tographic 


Alan Kellock Is Production 

Chief for McGraw Hill Films 
* Appointment of ALAN 
KELLOCK as production man- 
iger of MceGraw-HiLt Text- 


industry which she 
has extensively served in re- 
cent years is ELEANOR I. Ney. 


formerly 


FILMS has been announced by 


associated with 


Al Rosenberg. manager. 


FOR FILM CONSERVATION 


©) 


CONVENIENT 
EVERYWHERE 


om 
NEW YorK, WN. Y. 
Peerless Film Proc. Corp 
De Luxe Laboratories 
Pathe Laboratories 
Movielab Film Labs. 
Forde! Film Labs. 
Cineque Colorfilm Labs. 
FT. LEE, NW. J. 
Consolidated Film Inds. 
WASHINGTON, D. C. 
Byron, inc. 


feerwess 
FILM TREATMENT <r nnss. 


Vital now 
CHICAGO, ILL. 
Chicago Film Lab 
Crescent Film Labs. 
ideal Pictures Corp. 
Wilding Picture Prods. 
OAK PARK, ILL. 
Atlas Film Corp 
DETROIT, MICH. 
dam Handy Organization 
ST. PAUL, MINN. 
Reid H. Ray Film Inds. 
KANSAS CITY, MO. 
The Calvin Company 
CLEVELAND, O. 
Motion Picture Prods. 
DAYTON, oO. 


Film Associates 
Wright-Patterson A. F. B. 


PEERLESS — cated prints ore: 


moisture-stabilized— 
not “green” or brittle 


toughened— 

to resist scratches and wear 
ATLANTA, GA. 

The Distributor’s Group 
DALLAS, TEXAS 
Southwest Soundfilms 


lubricated— 
to ease projection 


PEERLESS — seeotes prints 


start off right and keep 
their good condition longer. 


HOLLYWOOD, CALIF. 
Peerless Film Proc. Corp 
Acme Film Labs 
Columbia Pictures Lab 
Consolidated Film Inds 
Hollywood Film Enterprises 
Pathe Laboratories 
Telefilm, Inc 
BURBANK, CALIF. 
Cinecolor Corporation 
SAN FRANCISCO, CAL. 
W. A. Palmer Films 
PORTLAND, ORE. 
Sawyer's, Inc i Pe . 
caepeisianiaie Write for free 


TORONTO, CANADA literature 


Peerless Laboratories 
MEXICO CITY, MEXICO 
dack Smith 
LONDON, ENGLAND 
Peerless Film Processing Ltd 
BRUSSELS, BELGIUM 
Laborcine 
BERNE, SWITZERLAND 
Schwarz Filmtechnik 
ROME, ITALY 


Continentaicine 


EERLESS 


FILM PROCESSING CORPORATION 


165 WEST 46TH STREE", 
959 SEWARD STREET, HOLLYWOOD 38, CALIF 


NEW YORK 19. N.Y 





17 YEARS EXPERIENCE IN SAFEGUARDING FILM 


NEARLY 8,000 BUSINESS AND INDUSTRIAL EXECUTIVES READ EACH ISSUE OF 


BUSINESS SCREEN, NATIONAL JOURNAL OF AUDIO-VISUAL COMMUNICATION 





TRY 
3 


Better Quality! Lower Cost! 


BLACK AND WHITE — KODACHROME — ANSCO COLOR 
TWO COLOR AND THREE COLOR SEPARATION NEGATIVES 


Better Service! 


TRY 
Ciiiimnd 


Have You Seen The 
Film Guide Library? 





Optical Printing 
16mm to 16mm 35mm to 35mm 
16mm to 35mm 35mm to 16mm 


Effects 
Dissolves 
z S 


) h 


Fades 
Wipes 


* A free checklist of 


Titles tee ‘wrwepene” 
16mm to 35mm Animation the complete and spe- 
s 


Trailers lide film masters 


Rasen rc h 

















FIRST 


Montages 





FIRST 


Bsa W 


7000 Romaine 
Hollywood 28, Calif. 
HUdson 2-7464 


35MM THEATRE QUALITY BLOW-UP PRINTS 
FROM 16MM ORIGINALS 


Excellent equipment plus experienced personnel are com- 
bined te give you quality optical printing and title service. 


COLOR 
| a 


osiiinh Corporation 


HAROLD A. SCHEIB, President 





cialized film guides, 
handbooks and refer- 
ence publications 
covering every phase 
of the audio-visual 
field is available free 
on your letterhead 
request from 


BUSINESS SCREEN 


150 E. Superior - Chicago 
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Automatic Machine to Inspect 
16mm Prints Ils Made by Harwald 
® The Inspect-O-FiLM, an 


tic machine to 


iutoma 
inspect l6mm pro 
jection prints in exchanges and li- 
braries, from a basi« design worked 
out over a 12-year period by Don 
WHITE, executive vice president of 
the National Audio-Visual Associa 
tion, is being manufactured by the 
HarwaLtp Company, Evanston, IIL. 
maker of the Admatic and Shopper 
Stopper automatic projectors 
Primarily to save costs and labor 
time. the Inspect-O-Film also can 
do a better job, says the manufac 
turer. than the man or woman in- 
spector, At the same time it does 
ition of its 


continues to 


not require the full att 
operator, because it 
run so long as there are no trouble 
spots in the filr When a defect 
is detected, the apparatus stops, the 
operator checks and makes needed 
Thus he ea 
eral machines at a time, or in a 


small library do other jol 


repairs operate sev 
ss In con- 
junction. 

Cuecks on Firm Damact 

The Inspect-O-Film chee ks for 
torr broken or enlarged sproc ket 
holes, 
es, breaks in the film, and pin or 
tape splices. It turns on a signal in- 
dicating the kind of defect and does 
not move until the 
checked. Lf the 


damage it automatically counts the 


“run-offs” or sprocket punch- 


operator has 
machine finds no 
footage and the number of splices 
and shuts itself off. The device in- 
spects 400 feet of fi in slightly 
less than 2 minute 1600 feet in 
( minutes. 

In a large exchange one operator 
can handle two to five machines, 
cepending upon his skill and the 
average length of the 
their condition. Eaclt 


films and 
mat hine in- 
s cts approximately the same num 


ber of prints a day as does one in 


44 


attends the 
mac hine only for loading and splic- 


spector. The operator 


ing. In the small library requiring 
only one machine, the operator can 
dovetail such tasks as shipping and 
checking in films. making bookings 
and repairing projection equiprhent. 
says the Harwald company. In large 
or small library, it adds, statistics 
show the machine saves its cost in 
one vear. 


AuTromatic Fitm Counrer 


The automatic count of footage 
and splices provides the exchange 
with an accurate and speedy check 
of film condition. Keeping a con- 
tinued record of these counts from 
the time the film is new permits a 
simple comparison when the “dan- 
ger point” is approaching. for close 
inspection or screening to deter- 
mine replacements or withdrawal of 
the print. 

Under manual inspection routine 
it is possible for a user to remove 
sizeable or important sections of 
the film without detection by the 
exchange. The Inspect-O-Film au- 
tomatically reveals the fact by its 


footage count. Hence the machine 


Bi rh 


Awards for Best TV 
Commercials on Film 


Serving many business 
leaders with filmes that 


get reaalte. 


SLIDEFILMS - 


opens the way to better satisfaction 
of users by receipt of films in good 
condition, while supervisors of in- 
dustrial, commercial and education- 
al libraries have the assurance not 
only of delivering continuous maxi- 
mum value to their customers but 
also saving 5 to LO per cent in 
average print life by catching de- 
fects early. 

The Inspect-O-Film has no sprock- 
ets. an insurance against damage to 
the film by the machine. The only 
contact with the film is by polished 
chrome rollers and a soft rubber 
capstan drive. Should the film break 
during inspection the machine auto- 
matically shuts itself off. 


Easy Access TO MECHANISM 


\ standard relay panel construc- 
tion permits easy access to the 
mechanism. which consists of three 
sub-assemblies. each removable by 
taking out a few bolts. Should an 
assembly require repair, it can be 
shipped separately to the service 


station or factory and an_ inter- 
changeable unit substituted. 


An attachment to remove dust 


We'd be pleased to screen 
some of ovr latest produc- 
tiens for you. No obligation. 


NEW YORK + CHICAGO 
HOLLYWOOD 


MOTION PICTURES 
TELEVISION COMMERCIALS 


BUSINESS SCREEN 


Closeup of “Inspect-O” Controls 


and service dirt from the film may 
be had at a small additional cost. 
The machine does not include a 
splicer but there is provision for 
mounting any standard splicer in 
a convenient working position. 
The operation of the Inspect-O- 
Mat is mechanical and electronic 
In the first inspecting unit the alm 
passes between two rollers which 
constantly measure its thickness. 
“Thinking circuits” determine 
whether any variance of thickness 
is due to a standard splice or a 
defect such as sprocket punch or 
“run-off.” A splice is recorded on 
the electric splice-counter:; any other 
type of splice activates a circuit 
which applies electric brakes to stop 
the machine immediately, as a light 
indicates the nature of the defect. 
The second inspecting unit is a 
tooth “feels” each 
sprocket hole and determines the 


small which 
condition of the hole and surround- 
ing film. If the sprocket hole is 
enlarged. torn or broken out to 
the side, or the film is weakened, 
halts and a_ signal 
lights up. One broken sprocket 
hole in a 1600-foot reel will be de- 
tected over and over again by the 


the machine 


dev ice. 


70% Inspection INCREASE 


Tests with an experimental model 
in service for several weeks re- 
vealed that the output of a film in- 
spector could be increased 70 per 
cent by the device because he could 
inspect one film by hand while the 
machine handled another. 

The idea for an automatic in- 
spector (the Inspect-O-Film), to be 
demonstrated in Booth D-41 at the 
NAVA Trade Show at the Hotel 
Sherman in Chicago July 28-31 was 
Don White when he 
headed the educational film library 
of the University of Georgia. & 


NAVA's Largest Trade Show 
* The 1951 NAVA Trade Show in 


Chicago is the largest in history. 


conceived by 
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Auricon “Super 1200” l6mm camera just 
introduced by Berndt-Bach, Inc. 


Three Separate Finder Systems 
On New Auricon 16mm Camera 

* Three separate finder systems, to 
insure production of a steady pic- 
ture and high-fidelity sound track, 
feature the new Auricon self- 
blimped “Super-1200” 16mm cam- 
era made by Berndt-Bach, Inc., in 
Hollywood. The camera 
equipped with a 12-foot film maga- 
zine for 33 minutes of continuous 
sound shooting; 400-foot magazines 
also are available. 


comes 


The three finders are: $1, an in- 
stant ground-glass focusing reflex 
finder, with 10X focusing telescope; 
t2, an Auto-Parallax studio view 
finder providing a large and bril- 
liant ground-glass-image, upright 
and correct right to left; $3, a spe- 
cial telephoto finder which oper- 
ates with a set of miniature lenses 
mounted in the center of the camera 
turret, between the “C” mount 
lenses used for shooting. Changing 
camera lenses on the turret automa- 
tically changes the matching tele- 
photo finder lenses, and telephoto 
lenses up to 12 inches focal length 
and down to the 17mm wide angle 
can be used. The three-lens turret 
standard 
mount lenses but other 


is designed to 
l6mm “C” 


mount 


“Super 1200” turret carries 3 “C” Mount 
lenses and 3 finder lenses. 


NUMBER 4 * VOLUME 


NeW PRODUCTS 





AUDIO-VISUAL PROJECTION EQUIPMENT AND ACCESSORIES 


types of lens mounts are available 
on special order. 

Large red indicator lights are 
provided at front and rear to signal 
the camera is running, and a small- 
er neon signal light at the rear 
indicates line voltage is “on.” 

Other features include: a 115- 
volt, 60 cycle synchronous motor 
for “single-system” sound recording 
or for pictures to be synchronized 
with “double-system” sound-on-film 
or magnetic tape systems (115-50 
also available) ; geared Veeder-Root 
footage and frame counter; adjust- 
able shutter; hardened and pre- 
cision-ground steel intermittent film 
movement; patented camera gate 
design eliminating emulsion pileup 
troubles; RCA variable-area sound 
track (RCA variable-density also 
available) unconditionally guaran- 
teed for two years; no adjustments 
required on the Auricon galvano- 
meters; three-lens turret completely 
enclosed by a combination 
shade-blimp but 


lens- 
instantly moved 
forward for easy adjustment of the 
lenses; auxiliary equipment avail- 
able for many kinds of specialized 
work. 

Inquiries should be addressed to 
the factory: Berndt-Bach, Inc., 7377 
Beverly Blvd., Los Angeles 36, Cal. 


Brumberger Stereo Viewer 


New Brumberger Stereo Viewer 

Battery-Powered for Best Vision 

* The new battery-powered Brum- 
BERGER STEREO VIEWER, with push- 
button light switch, is constructed 
of polystyrene and is engineered to 
give maximum light of equal in- 
tensity to both eyes. Finally ground 
and_ polished insure true 
color and pinpoint definition. The 
centrally located focusing wheel is 
convenient for either hand. The 
$9.95 Stereo Viewer takes Brum 
berger or other standard 154” x 4” 
mounts, and can be carried, with 
slides, in the $6.50 all-steel Brum- 
berger No. 1115 Stereo File. For 
catalog write the Brumberger Sales 
Corp.. 34 34th St.. Brooklyn 32. 


lenses 


Dyson Teve-ViewFinper is a new techni- 
cal aid to television and film direc tors 
offered by Camera Mart. 


Dyson Tele-Viewfinder Provides 
Accurate Fields for TV Directors 

* The Dyson TELE-VIEWFINDER 
will enable TV directors to compose 
their scenes or conduct rehearsals 
accurately and rapidly without the 
expensive use of TV cameras for 
this purpose. The viewfinder, oper- 
ating on a zoom principle, gives 
accurate fields for 90mm, 135mm, 
840”, 13”, 15”, and 17” television 
camera lenses. 

Wide angle adapters are included 
for 35mm and 50mm lenses that 
simply snap on over the finder lens. 
The optics employed in this instru- 
ment are color-corrected, precision 
engineered, and always in constant 
focus. It shows the same magnifica- 
tion and perspective as correspond: 
ing TV camera lenses. Priced at 
$39.50 each, the Dyson Tele-View- 
finders are sold through THe Cam- 
ERA Mart, Inc., 70 West 45th 
Street, New York. 


a 


Three-Dimension Color Process 
Of Army Officer Uses Single Film 
* A single film is used in a new 
three-dimensional color process in- 
vented by Major Robert V. Bernier 
and demonstrated recently with 
16mm color film at Dayton, Ohio, 
by the U. S. Air Force, which has 
taken out patents in the name of 
the inventor. To make unnecessary 
the projection of a second film, the 
process utilizes a system of alter- 
nate frames. Attached to the pro- 
jector is a revolving shutter with 
alternate concave and convex mir- 
rors. Spectators wear Polaroid 
glasses. 

The process is the fruition of 16 
years of research and experimenta- 
tion in this special field. 


New Chromatron Receiver Tunes 
Automatically to CBS Color TV 

* A new television receiver which 
automatically will itself to 
color the CBS 
type color field sequential stand- 
ards, or to standard black and 
white, incorporates a 16 or 21-inch 
direct view tri-color Chromatron 
picture tube, Richard Hodgson, 
president of the Curomatic TELE- 
VISION LABORATORIES, INC., has an- 
nounced. The design idea was from 
Dr. Ernest O. Lawrence, of Cyclo- 
tron atom-smasher fame and win- 
ner of a Nobel Prize. 

The Chromatron is a single gun 
standard shape cathode ray tube 
containing a color grid capable of 
displaying television pictures or 
other electronic signals in color. 
While the Chromatron tube will 
operate with any known color TV 
systems proposed, use with the CBS 
color system is emphasized because 
it eliminates the need of a mechani- 
cal rotating color wheel or drum. 
Limited public demonstrations are 
planned. 


tune 
transmissions on 


Vydra in New Offices and Studio 
* Vydra Motion Picture Labora- 
tory’s visual and camera divisions 
officially opened new offices ‘and 
studio at 2956 W. Peterson Ave., 
Chicago, on June 30 with a recep- 
tion for the industry and press. 
Vydra is an Ampro dealer. 


Viewlex Sound & Slidefilm Units 
Heive “Light Multiplier’ System 

* A built-in “light multiplier” op- 
tical system is a feature of a new 
projector from Viewlex. Model 
WR-3 has a Viewlex V-4S 150 watt 
strip film projector; Model WR-33, 
Viewlex V-44S 300 watt motor fan 
cooled strip film projector. Addi- 
tional features: three-speed (331/;, 
45 and 78 r.p.m.) rim driven turn- 
table: standard and long playing up 
to 16” records; high gain amplifier; 
true fidelity Alnico speaker. 


Viewlex Sound Slidefilm Projector 








LicutTweicnt Moves | slidefilm 


projector weighing less than 13 Ilhs. de 


veloped by O. J. McClure 


New McClure Model L Projector 

Is Lightweight, Easily Operated 

® With the complete unit weighing 
less than 13 pounds net, the new 
Move. L McCiure sound slidefilm 
projec tor is designed as an inexpen 
sive machine, simply operated and 
easily transported. No special skills 
are required. There is a_ single 
power line, a storage compartment 
protects records and films, and ev- 
erything for projection is included 
in one dust-proof case 

A fixed all-directional PM speaker 
and the McClure circuit are built 
to insure clear reproduction of the 
human voice. The standard ampli- 
fier plays at 33% r.p.m. and the 
100-watt SVE projector throws a 
brilliant picture on the built-in 
shadowbox screen. 

The list price is $125 f.o.b. Chi- 
cago. A turntable is 
available at $4 additional cost and 
a 150-watt projector with coated 
lens is $6 additional. 

The overall size of the Model L 
is 7% x 13 x 14 in. It is manufac- 
tured by O. J. McCiure TaLKine 
Pictures, 1115 W Washington 
Bivd., Chicago 


three-speed 


New Bell & Howell Camera for 

Air Combat And Reconnaissance 

* A new portable lightweight 35mm 
motion picture camera, for combi- 
nation aerial combat and _ recon- 
naissance, designed by the Bell & 
Howell Company to Air Force speci 
fications in cooperation with Air 
Force engineers, has recorded Ko- 
rean combat from a 
rF33 craft rocket 
bearing fighters and photographing 
the rocket impact on the target 
The Air Force has designated the 
camera the Type A-6. It is in- 
stalled in the nose of the recon- 


operations 
flying behind 


naissance plane. 

The pre-threaded external film 
magazine may be removed and re- 
placed with another in 10 to 15 
seconds. The camera, installed in 
aircraft with an 


electric motor 


driver, may be operated by remote 
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control by the pilot in reconnais- 
sance planes and a red light on the 
instrument panel shows when pic- 
tures are being taken. A crew mem- 
ber takes over in heavier craft, where 


the camera is mounted on a movable 


bracket. A “built-in” film 
magazine heater. with thermostati- 
cally controlled electrical coils, in- 
sures 


tripod 


against film and lubricant 
stiffening at subzero temperatures. 
A three-lens turret permits shift- 
ing to a telephoto lens, and lénses 
with focal lengths of one to ten 
inches are supplied. 

On June 11 three freight cars 
containing 700 Filmsound projec- 
tors were shipped to the Armed 
Forces by the company, for train- 
ing use in this country and for 
entertaining troops in forward areas 
in Korea. 


Lieut. Gen. B. W. CuiwLaw, commanding 
general, Air Material Command, pictured 
with the new Bell & Howell A-6 Camera, 
designed for Air Force special needs. 


Seaver Doing Jam Handy Manuals 


* CHARLES SEAVER, who prepared 
technical manuals for the Chemical 
Rubber Co. of Cleveland and earlier 
was a partner in the Seaver-Brink- 
man advertising agency, has joined 








Producers of Fine 
} Tlotion Pictures 


Since 1910 


DE FRENES 
COMPANY 


1909 BUTTONWOOD STREET 
PHILA. 30, PA. Rittennouse 6-1686 


35MM - 16MM 
COLOR - B&W 


sovne CP eer 








THe Jam HaAnpy ORGANIZATION to 
specialize in manuals and films for 
business instruction and armed 
forces training. 


Eclair Camerette 35mm Camera 
Wins Academy Award for Design 
* Last year, the CAMERETTE, a 
35mm motion picture camera man- 
ufactured by the EcLarr Company 
of Paris, was presented with an 
award by the Academy of Motion 
Picture Arts and Sciences for “ac- 
complishments important to the 
progress of the motion picture in- 
dustry.” Essentially a light weight, 
hand-held camera, the Camerette 
created enthusiasm as a 
“second” camera for hand use sup- 
plementary to the larger outfits, 
although its rugged die-cast con- 
struction and many unusual fea- 
tures led many to choose it as a 
basic all around camera. 

Recently a unique new model of 
the Camerette has been introduced 
which can interchange- 
ably with l6mm or 35mm film. 
The 16/35 offers all the features 
which caused acclaim for the stand- 
ard model: reflex viewing through 
the taking lens during filming; 
instantaneous magazine loading of 
100 ft. or 400 ft. film gate maga- 
zines; 3 lens divergent turret; 200 
degree adjustable shutter; 6/8 volt 
motor drive and light weight (14 
lbs. with 3 lenses and 400 ft. maga- 
zine). 


much 


be used 


Changeover from one film size 
to the other is easily and quickly 
done by inserting or removing a 
mask in the aperture plate and 
changing the magazines. The finder 
shows both l6mm and 35mm fields. 

The standard and 16/35 Came- 
rettes are distributed in the east 
by Vieror Kayretz, 130 East 56th 
Street, New York; and on the 
west coast by the BenJaMiIn Bere 
AcENCcY, 7273 Santa Monica Boule- 
vard, Los Angeles 48. a 


Below: The Eclair Camerette 
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SYNCHRONOUS %”" MAGNETIC 
TAPE RECORDING CHANNEL 


16 mm MAGNETIC FILM 
RECORDING CHANNEL 


16 mm MULTIPLE TRACK DIRECT- 
POSITIVE RECORDING CHANNEL 


SIX CHANNEL MIXER 
FOR RE-RECORDING from 

Ye" Magnetic Tape— Magnetic 
and Photographic 16 mm Films, 
Synchronous Disc Recordings. 


: GEO. W. COLBURN 
’ LABORATORY, INC. 


COLMUay 


© 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


Edge- Numbered Work Prints — Color Masters — 
Duplicate Negatives — Release Prints 








“BLUE CHIPS” OF AUDIO-VISUAL FIELD 
ADVERTISE IN BUSINESS SCREEN 
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"FILM STRIP 
CABINET 













© Six drawer all steel cabinet 

@ Holds over 336 of the 1/2" cans 

© Individual compartments 

© Individually indexed 

© Adjustable dividers for larger 
rolls 

@ Olive gray enamel, baked on 

WRITE FOR CATALOG 116—Com- 

plete line 16mm film filing and 

handling equipment. 
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Cinerama Projection Offers Unique 
Prospects for Enterprising Sponsor 


* Although many film sponsors and the busi- 
ness film industry have been aware of the new 
Cinerama process for some time, details of the 
system and information on when it may become 
available for non-theatrical use has been care- 
fully kept under wraps. 

Sometime this winter, or late fall, a film now 
being shot by Bob Flaherty will be shown in a 
New York theatre to the general public, but 
industrial use seems farther off. Newscaster 
Lowell Thomas and theatrical producer Mike 
Todd own exclusive rights to use the process for 
several years; whether they would consider a 
business film venture, even for a hefty stipend, 
is anybody’s guess. In addition, permanent pro- 
jection facilities will run about $50,000 per 
installation, could be set up on a temporary 
basis for single showing or convention use only 
with some difficulty. 

However, these impediments should not stop 
enterprising sponsors from investigating the 
possibility of using Cinerama, for it is truly, 
from all reports, as great an improvement over 
the standard sound film as talkies were over 
the silents. 

Cinerama is photographed by a single camera 
running three films simultaneously and exposed 
by three lenses. Sound is recorded stereophoni- 
cally through directional pick-up mikes on a 
six track magnetic system. Projection is by three 
projectors widely separated at the back of the 
hall or theatre, and by six sound speakers behind 
and to the sides of a curving screen over five 
times the size of a conventional screen. The 
effect is exceedingly lifelike, as if the viewer 
were in the scene rather than merely watching it. 

Cinerama was developed by Fred Waller, who 
developed the Waller Gunnery Trainer during 
the war. Waller also produced the Vitarama 
process used with such success three years ago 
by Life Magazine and by Seagram’s Distillers 
for convention use. Cinerama, which is essen- 
tially an improvement on the gunnery trainer 
photographically, has arrived at its present real- 
ism through combination with stereo sound 
developments of Reeves Soundcraft Corp., which 
has purchased control of Cinerama, Inc. from 


Time, Ine. and Rockefeller interests. Oe 


Shipping Ass’n’s ‘‘Cargo to Korea”’ 


* The National Associaticn of American Ship- 
ping is now completing a new 14 min., b & w 
film, Cargo to Korea, specifically designed for 
television use. The picture, produced by the 
William J. Ganz Company, is essentially a docu- 
mentary of the untold story of the part the 
American Merchant Marine has played in the 
Korean conflict in delivering more than 80% 
of all logistical supplies to that area. 





HOT SPLICERS! 
Griswold Hot Splicers 


$65.00 


Your Griswold Splicers, Models R2 
and R3 converted to Hot Splicer 
$40.00 


Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 














WITH 
EXCLUSIVE 
\ $ “MPP LIP 


This Model 119 
Compco reel in the 
new 600 ft. (16mm.) 
size holds a complete 
15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes. . . is durabl 
made of high grade tempered poe § 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive “Compco Clip” that 
makes threading fast and easy, even in 
the dark! Model 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


HOLDS 
COMPLETE 


15-MINUTE 
SOUND 
PROGRAM! 


2251 W. St. Poul Ave. 
Chicago 47 


BUSINESS SCREEN IS READ BY 8,000 
USERS OF BUSINESS AND FACTUAL FILM 
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FOLDING CHAIRS y 





BEST FOR EVERY FOLDING CHAIR PURPOSE! 


® DURABLE—strong steel frame 

®@ SAFE—no tipping, pinching, snagging 
@ COMFORTABLE, wide, deep seats, backs 
®@ FOLD QUIETLY, quickly, snugly 

@ LONG-LIFE replaceable rubber shoes 

®@ SEAT STYLES—formed plywood, du- 





rably lacquered; or vinyl-plastic uphol- 
stered 

OVER 8 MILLION IN USE! 

Grand Rapids 2, Michigan 
Branch Offices and Distributors in Principal Cities 




















RCA Pususuttron Disptay utilizing 
l6mm sound films at New York shou 


Pushbutton Sound Shorts Explain 
RCA Equipment in Radio City 

* Sound motion pictures, running 
two to three minutes and shown 
automatically on a 9 x 12 in. rear- 
view projection screen at the visi- 
tor’s press of a button, described 
typical RCA equipment from each 
of six major product categories in 
six display cases, when a sound and 
visual exhibition opened in mid- 
May in the RCA Exhibition Hall at 
Radio City. New York. The six 
groupings were 16mm motion pic- 
ture projectors, sound products, TV 
studio 


broadcast and equipment, 


mobile communications, scientific 
instruments and theatre equipment. 

The film reel Eyes Over the 
World, with animated cartoons, ac- 
companied the display of the light- 
weight projector for films for in- 
dustry, sales training, schools and 
churches. An adaptation of the 
Model “400” equipment was used. 

A complete TV studio in minia- 


ture had a Magic Carpet film. 


SMPTE Will See Itself in Film 

Taken by Yorke at Convention 

* A sound motion picture of itself. 
taken by a crew of seven production 
specialists personally supervised by 
Emerson Yorke at the Spring con- 
vention of the SMPTE in the Hotel 
Statler in New York, will be shown 
the Society membership at the Fall 
gathering October 15 to 19 in Los 
Angeles 
the 35 years of the Society that 


actual 


That was the first time in 


motion picture production 
was made a part of the organiza- 
Yorke 


produced and directed the film and 
ASC. was chief 


tion’s convention activities. 


J. Burgi Contner,. 
cameraman 

One of 12 outstanding short sub- 
jects presented before technical ses- 
sions by a Yorke-chairmaned com- 
mittee was a compilation A General 
Returns, from NBC 
footage 


television news 
Mac- 


Arthur's return from Japan and ap- 


covering General 


pearance before a joint meeting of 
Congress. 


ON THE PRODUCTION LINE 


NEWS 


Prescription Mouse Makes Film 
Appeal for Cancer Laboratory 
* Make way for His Majesty, Mr. 
Prescription Mouse, as a candidaté 
Actually, the 
timorous, 


for screen attention. 
sleekit, cowerin’ 
beastie” is a symbolic master of 


“wee, 


ceremonies for the film introduc- 
tion of the Roscoe B. Jackson 
Memoria LABORATORY, interna- 
tionally known for its inbred mice 
and basic researches into the causes 
of cancer and other degenerative 
diseases. 


Narrator of the 16mm sound and 


ACRES” 


(60 minute color film 


for Keystone Steel 
and Wire Co.) 


Newest Agricultural 


Production of 


OF BUSINESS FILMS AND THEIR 


USE IN FIELD 
color Rx Mouse is Dr. Clarence C. 
Little, founder and director of the 
Laboratory, former president of the 
University of Michigan and manag- 
ing director of the American Can- 
cer Society. Dr. Robert A. Gantt, 
vice president of the International 
Telephone and Telegraph Corpora- 
tion and president of the Jackson 
Laboratory Association, national or- 
ganization to build support for the 
Laboratory, spoke at the initial 
presentation of the film at the Town 
Hall Club in New York City. 

Bert Shapiro, head of Tipe 


The Venard Organization 


PEORIA 2, 


ILLINOIS 


Oldest Name in Agricultural Films 


Fi_ms, directed from a script by 
John C. Gibbs, in charge of con- 
servation films for the New York 
Office of the Conservation Founda- 
tion and former editor of DuPont's 
“Cavalcade of America.” 


. . * 


Areas of Nine Films from Britain 
Include Training, Diplomacy, Reds 
* From art to rehabilitation, from 
troubled Iran to explosive Malaya, 
nine current or early forthcoming 
l6mm films announced by Britisu 
INFORMATION SERVICES cover a 
wide field of subjects, several ap- 
plicable to craft and military train- 
ing areas. 

In Struggle for Oil (20 min., 
rental $2.50, sale $55), filmed in 
Iran where the native government 
is nationalizing the industry, is the 
story of Britain’s concessions, with 
50,000 Britons and Persians proc- 
essing crude oil into gasoline, par- 
affine, and oil for heating, lighting 
and lubricating. 

The 58 aircraft exhibited at 
Farnborough field near London, in- 
cluding the Meteor 8 that climbed 
to 40,000 feet in three minutes, 
highlight Britain’s New Aircraft 
(10 min., $1.50 and $32.50). Two 
centers of stand 
against Communism are the locales 
of Fight in Malaya (20 min., $2.50 
and $55), made by J. Arthur Rank 
and tracing the twofold problem of 
uprooting Red banditry and weld- 
ing five races into a nation, and 
Hong Kong (July 15 release, 15 
min., $2.50 and $55), showing that 
its commercial importance is con- 
tingent upon maintaining order. 

The British way of life is reflected 
in Family Portrait, Festival of 
Britain production of the late 
Humphrey Jennings. The 25-min- 
ute film rents at $3.75 and sells for 
$75. British craftsmen make fish- 
ing rods, fashion silver vessels and 
turn out saddle and harness in Old 
Crafts New Graces (11 min., 
$1.50 and $32.50). This is a July 
30 release. World Gardens (June 
30, 11 min., $2.50 and $90) is a 
British Council film tour of Kew 
Gardens. In Looking at Sculpture 
(10 min., $1.50 rental, sale price to 
be announced) the field of viewing 
subjects in the Victoria and Albert 
Museum is narrowed to three sculp- 
tures of the Madonna and Child. 
from different art periods. 

In 16mm also is The Undefeated 
(35 min., $5 and $125), a British 
Film Academy Award winner, last 
year, which portrays the rehabilita- 
tion of a glider pilot, who had lost 
both legs and the power of speech. 

Brandon Films, 200 W. 57th St., 
New York City, is releasing The 
Undefeated and Looking at Sculp- 
ture. 
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IS YOUR FILM 


ENTI ig 


TO A GOOD SHOWING? 
~~“) Make SURE It Is! 


Use FILMACK 


TITLES 
15¢ Per Word 


SILENT or MUSIC 
MINIMUM TITLE $1.50 


It never pays to han- 
dicap good pictures 
with inferior or ama- 
teurish-looking titles. 
To be sure of profes- 
sional quality, so es- 
sential to successful 
showings, have Fil- 
mack make your ti- 
tles. Try us on your 
next order. 


Write Dept. 6F. 





BRABORATORLE'S 
Chicago 5 


1328 S. Wabash Ave., 


en ig re +4 ve"5900 
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Coleman Visualizes Sales Story 


(CONTINUED FROM PAGE EIGHT) 


visits the factory, trains to install and service 
the Coleman appliances, attends a sales clinic 
(that’s where the stereopticons come into play), 
and receives a diploma. 

The Colemans are firm believers in audio- 
visual training aids. Witness the three sound 
slidefilms made for them by the Atlas Film Corp. 
The latest of these was Blend-Air, produced in 
color last year to promote the company’s new 
home heating and ventilating unit. The earlier 
productions, in 1948, were Coleman for Comfort 
and Coleman for Convenience, on the Coleman 
oil heaters and oil water heaters. In preparation 
of technical data for the film productions a 
member of the Atlas creative staff joined a 
trainee class of dealers, supervisors and service 
men in the Coleman Heating Institute. 

The cost of the training school is split by the 
manufacturer and the distributors. 
The Coleman products are handled through 
15,000 dealers and 75 distributors. Plumbers 
and heating contractors came into the picture 
last year and do 10 to 20 per cent of the sales 
volume; before that hardware, appliance and 
department stores did most of the selling and 
there then were 50 distributors and 10,000 
dealers. 


wholesale 


Three major a-v training media in the clinic 
are: models of the appliances, the construction 
and operation of which are explained by the 
instructor; operation of the parts, such as ad- 
justment of the control valve, by the trainees; 
and the stereopticon slides which permit the 
dealers and service men te view the appliances 
in third dimension while the trainer describes 
them. After the graduation the dealers and super- 
visors return home to train their own staffs. 

Whatever turn the next months or years bring 
on the international front, the Coleman company 
will be ready, with its thousands of dealers and 
their staffs geared to a maximum selling job. 


7 * . 


* Big Hollywood producer who recently lost 
his East Coast sales staff is looking for a re- 
placement. 


* One New York studio rental outfit is being 
sued to the tune of $10,000. Producer claims 
faulty equipment ruined valuable negative. 





Over 1000 
SOUND SLIDEFILMS 
obtainable ona 
FREE LOAN e RENTAL or SALE basis 
Get the New 5th Edition: 
“Sound Slidefilm Guide" 


fully descriptive of each title. 
Send only One Dollar—full price 


ASK YOUR DEALER OR WRITE DEPT. BS-61 


OPERADIO MFG. CO. 
St. Charles Illinois 
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MOTION PICTURE AND TELEVISION 
PRODUCTION EQUIPMENT 


ARRIFLEX HEADQUARTERS 
Direct Factory Representatives 
Arriflex 35mm Handcamera, mode] II. 
Built-in 12 volt motor and tachometer. 
Three matched Zeiss T-coated lenses. 
200° or 400° magazines available. 
Immediate Delivery. 
CAMART-ARRIFLEX BLIMP 
and SYNC MOTOR 
Geared follow focus control. 
Reflex viewing through the lens. 
Tripods and baby tripods with specially de- 
signed removable head in bayonet mount. 
All spare parts and gears available. 
COLORTRAN LIGHTING EQUIPMENT 
“750” Watt unit — three spots, one broad, 
stands, converter, cases; equivalent to 3000 
watts on less than 15 amps. .............. $298.53 
“2000” Watt unit — two light heads and 
stands, converter, case; equivalent to 4000 
watts on less than 20 amps. $180.38 
“5000” Watt unit — two light heads and 
stands, converter, case; equivalent to 10,000 
watts on less than 30 amps. $230.00 
GRIP EQUIPMENT for good lighting con- 
trol, three gobos, five flags, case......$122.00 
Immediate delivery on all units. 
CAMART CAMERA CAR 
CAMART TV MIKE BOOM @ CAMART TRIPODS 
CAMART OPTICAL FX UNIT 


THE CAMERA - MART Lie 


70 WEST 4 
NEW 
ABLE ADDRES 

WORLD-¥V 


YORK 9 





For t6mm. Film — 400” to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
original 
Fiberbilt 























A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 


© CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


© DISTRICT OF COLUMBIA ¢ 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 


The Film Center, 915 12th St. 
N.W., Washington. 


¢ MARYLAND « 


Robert L. Davis, P. O. Box 572, 
Cumberland. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


¢ MASSACHUSETTS « 


Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


¢ NEW HAMPSHIRE ¢ 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


e NEW JERSEY ¢ 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


° NEW YORK ¢ 


Association Films, Inc., 35 West 
45th Street, New York 19. 


Buchan Pictures, 79 Allen St., 
Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 


The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


Ken Killian Sd. & Vis. Pdts. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
pany, 112-114 W. 48th St., New 
York 19. 


Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 


Jack Patent, 13 East 37th Street, 
New York 16. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 


551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 


Visual Sciences, 599BS Suffern. 


¢ PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 


J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


® RHODE ISLAND « 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


* WEST VIRGINIA ¢ 


J. G. Haley, P. 
Charleston 23. 


O. Box 703, 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 


Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting- 


ton, 


SOUTHERN STATES 
* ALABAMA « 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 
¢ FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


¢ GEORGIA ¢ 


Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


® LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 

Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


¢ MISSISSIPPI ¢ 
Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


¢ TENNESSEE ¢ 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


¢ VIRGINIA ¢ 


Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 


National Film Service, 202 E. 
Cary St., Richmond. 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


¢ ARKANSAS e 


Democrat Printing and Litho- 
graphing Co., Little Rock. 

Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 





e ILLINOIS 
American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


e INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


e IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


¢ KANSAS-MISSOURI ¢ 


Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 


Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN ¢ 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ MINNESOTA ¢ 


National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


e OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 


mter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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LOCAL AUDIO-VISUAL SUPPLIERS 


Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 


M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


© WISCONSIN ¢ 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 





WESTERN STATES 





e CALIFORNIA ¢ 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 Turk 
St., San Francisco 2. 


C. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 


cisco 2. 


¢ COLORADO « 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


® OKLAHOMA e 
Vaseco, 2301 Classen, Oklahoma 
City 6. 


H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


¢ OREGON ¢ 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


e TEXAS ¢ 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St. Phone 8-5717, 


Austin. 


© UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 





CANADA 





Audio-Visual Supply Company, | 


Toronto General Trusts Building, 
Winnipeg, Man. 





FOREIGN 





Distribuidora Filmica Venezo- | 


Inna De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 





* * * 
Qualified Dealers Invited 
to Appear in This Listing 


* If you are a specializing audio- 
visual dealer or distributor, you are 


invited to apply for listings in the | 


National Directory pages of Bust- 
NESS SCREEN. A nominal service 
charge is made for each acceptable 
listing. 

Application form sent on request. 
Listings in these pages are subject 
to cancellation if products or serv- 
ices are below the minimum stand- 
ard set by the Editors and reported 
by users in this field. We invite 
reader participation and patronage. 








Four Chicago Ad Club Awards 
To Sarra for TV Commercials 
* The Chicago Federated Advertis- 
ing Club in its ninth annual com- 
petition honored Sarra, Inc., with 
four awards for “outstanding 
achievements in advertising” and in 
two special honorable mention cate- 
gories cited two additional TV film 
commercials by Sarra. 

The awards, for 60-second TV 
film commercials, were for the fol- 


| lowing sponsors and subjects: Ar- 


mour & Co., Cloverbloom turkeys, 
with stop motion and live-photog- 
raphy sequences; Gold Seal Co., on 
Glass Wax; Grennan Bakeries, a 
boy-girl situation emphasizing good 
desserts; and Swift & Co., curing 
and smoking Premium Hams, then 
the preparation and eating. 

One honorable mention, “for pub- 
lic service,” was for a commercial 
for the Pure Oil Co. in a series 
answering driving problems; the 
other, “for industry promotion,” 
was for the Atchison, Topeka and 
Santa Fe Railway Co., in a series 
on “Ride Great Trains through a 
Great Country.” 

Joseph G. Betzer, Sarra’s direc- 
tor of film planning, and Harry W. 
Lange, production manager, re- 
ceived the awards for the company. 


30 Sponsored Films on UWF List 
* Thirty sponsored 


motion pictures available on free 
loan to industry, schools, church 


l6mm sound 


| groups and clubs, are described in 


a new listing available from the 
Sponsored Films Division, United 
World Films, 1445 Park Ave., New 
York City 29. 

Brings Color Film of Denmark 

* Prints of a new production, John 
V. Hansen’s Denmark in Color, in- 
cluding his new South Slesvig film, 
have been brought to Aumerica by 
K. V. Hansen. Inquiries may be 
addressed to him in care of the 
Danish Information Office, 588 Fifth 
Ave., New York 19, N. Y. 


Scene in Sarra “Gold Seal” TV Film 

Precision Lab Outing at Rolab 

* The Rolab studio and laboratory 
staffs were hosts to the entire per- 
sonnel of the Precision Film Labo- 
ratories of New York City on a re- 
cent Sunday picnic outing at Sandy 
Hook, Conn. J. A. Maurer, designer 
of the camera and recording equip- 
ment bearing his name, was a guest, 
as were Precision’s General Man- 
ager Russell C. Holslag and Labo- 
ratory Manager Frank Papalia, who 
also officiated as the “chef.” A 
tour of the Rolab plant followed 
games on the lawn. 


VACUUM ATE 


Business Firms, Libraries, Advertising Com- 
ponies, Film Distributors, etc., Vocuumate 
Corporation offers quick relief for film head- 
aches. 

BY TAKING OVER COMPLETE 

FILM HANDLING PROBLEMS 


@ FULM PROCESSING 
If only @ single @ CLEANING 
reel or many 
- @ REPAIRING 


Vacuumate 
will serve you @ SHIPPING 
@ STORAGE 





information 
NOW. 


well. Write for 
All bookings promptly 
filled. 





MATE CORP. 446 W 43rd St. NEW YORK 


SALES - SERVICE - RENTALS 


— 35 mm. ¢ 16 mm 


CAMERAS-MOV 
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SPONSOR 


U. S. Navy (BuShips) 


. Rubber Company 

Soil Conservation Service 
Steel Corporation 
. Veterans Administration 
niversity of Illinois 

Institute of Labor and 
Industrial Relations 


DPLRSF 


Valley Upholstery Corporation 
Variety Merchandiser Pub 
lications 


Victor Animatograph Corporation 
West Coast Lumberman’s Assn 
Western Brass Mills Div 

of Olin Industries 


Westinghouse Electric Corp 

Wild Life Resources Comm 
N. Carolina 

Willys-Overland Motors 


Woman's Christian Temp. Union 
Woman's Day Magazine Pub. Co 
Women’s Advertising Club 

of Chicago 


Women’s Internationalist Zionist 
Org. 
Worcester Telegram-Gazette and 


Radio Stations WTAG, WTAG 


FM 
Yale & Towne Mig. Company 


Zuarich-American Ins. Co's 


FROM THE 








j 


The Index of Sponsored Films 


(CONTINUED 


PRECEDING PAGE THIRTY-FOUR) 


oT Vol. No. Page 
PICTURES & Issue No. 
Topside Painting 
Application 


Dec 50 XI VIII—34 
Mar 51 XII Il 
June 50 XI IV—25 
Sept 50 XI VI—25 
Mar 51 XII Il—67 


Speaking of Rubber 
Water for a Nation 
Building for the Nations* 
Seizure 


Public Relations for Labor 
(SSF) Mar 51 XII Il—66 
Enduring Modern* Feb 51 XII I—28 


How to Give an Employee an 

Order and Get It Done 

(SSF) Mar 51 XIIl—67 
Yours for the Asking Aug 50 XI V—10 
Lumber for Homes Feb 51 XII I—4%4 


It's the Counted Pieces 
That Count* 
Vera Vague Has Her Way 


May 51 XII Il—35 
May 50 XI III—32 


Tar Heel Wild Life* Feb 51 XII [L—29 
The Workhorses of the Farm May 50 XI III]—28 
The Workhorses of Industry May 50 XI II—28 
Sales Training Series (SSF) May 50 XI III—29 
Public Enemy No. 1* Feb 51 XII I—3l 
Woman's Day Magazine Aug 50 XI V--16 


Do You Belong in Advertis 
ing (SSF) May 51 XII Il—4o0 


The Village Tale* Feb 51 XII 1I—30 


W orcester—Industrial Capital 

of New England Aug 50 XI V-—36 
The King Means Business* Sept 50 XI VII—31 
The Talking Hoist* Sept 50 XI VII—3l 
Here's How Mar 50 XI IIl—22 
Rough Riders Mar 50 XI II—22 


Four Courses in National A-V 
Institute at Indiana U July 22-26 


* Many suggestions for improve- 
ment of operations of a film library 
will be advanced by speakers at the 
workshop in film library manage- 
ment, one of the four separate 
courses in the National Institute 
for Audio-Visual Selling, to be held 
July 22 to 26 on the campus at 
Bloomington, Ind., under the joint 
sponsorship of the NAVA and Indi- 
ana University. The three other 
courses are in business manage- 
ment, salesmanship and sales man- 
agement. John J. Dostal of Camden, 
chairman of the Institute’s board 
of governors, announced the plans. 

The Institute, scheduled to per- 
mit attendance before the various 
manufacturers’ sales meetings in 
Chicago prior to the National 
Audio-Visual Convention, is set up 
by cooperation with the university 
professors to make a maximum use 
of a-v aids in demonstrations and 
other presentations. Attendance is 
restricted to dealer and advisory 
members of the NAVA and their 
employees. 

Speakers at the film library work- 
shop include J. Ken Lilley, of J. P. 
Lilley & Son, on booking shortcuts, 
film inspection, shipping and stor- 
age, and booker-salesmen; Norma 
Barts, British Information Services, 
letter writing, telephone technique 
and cataloging; Robert H. Schaffer, 
Indiana University’s assistant dean 
of students, handling people; John 
J. Dostal, Radio Corporation of 
America visual products section, 
sales psychology; Paul Foght, Ideal 
Pictures, analyzing costs and _ set- 
ting rental prices; Roa Birch, Pho- 
toart Visual Services, direct mail 
advertising; Hazel Calhoun Sherrill, 
of the Calhoun Company, customer 
credit and collections; and Brunson 
Motley, Cathedral Films, on cus- 
tomer previews. 

Business management topics will 


*Asterisk following a title denotes Case History review of the film in the issue listed.| be presented by Robert A. Bussian, 


Ampro Corp.; James M. Goodsell, 
Popular Science’s a-v division; Paul 
M. Jones, Indiana Trust Co.; Herb 
Myers, Charles Beseler Co.; Hazel 
Calhoun Sherrill; Al Milliron, A. F. 
Milliron Co., and Karl Rahdert, 
Indiana U. 

Speakers on sales management, 
besides Myers, Shaffer and Dostal, 
include George Nunn ef Indiana 
U.; John J. Kennan, Society for 
Visual Education; Robert L. Shoe- 
maker, Operadio Mfg. Co.; Dick 
Schmader, American Optieal Co.; 
Erv Nelsen, Coronet Instructional 
Films; Adolph Wertheimer, Radiant 
Mfg. Co.; and Hal Fischer, Compco 
Corp. 

The courses in salesmanship will 
be taught by Professors G. Elwood 
Hookey, John C. Brickner and Earl 
P. Tregilgus, all of the university’s 
distributive education staff. 

An orientation program on Sun- 
day, July 22, will open the Institute, 
which closes with a banquet on 


Thursday. 


SVE's 68-Page Catalog Available 
* A 68-page catalog of projectors, 
filmstrips and slidefilms has been 
published by the Society For Vis- 
uAL EpucaTION and is available on 
request. The address is 1345 Diver- 
sey Pkwy., Chicago 14, IIl. 


S. C. Procurement Offices Move 


* The Signal Corps Procurement 
Agency in Philadelphia is now lo- 
cated at 225 So. 18th St., Phila- 
delphia 3, and the New York re- 
gional office of the Agency has 
moved to 180 Varick St., New York 
City 14. 


Paul Long Joins Jam Handy 


* Paul Long, motion picture direc- 
tor and writer, has joined The Jam 
Handy Organization to specialize 
in the preparation and production 
of technical films, He was with the 
Signal Corps Photographic Center, 
and in the war years served with 
the Army Pictorial Service. 





12. hb herwice 


@ Ansco Color type 238 duplicating 
@ B& W and color work prints 

@ Black and white printing 

@ Rushes — 3 hour service 

@ Sound track processing 

@ Negative processing 

@ Reversal processing 

@ Dupe negatives 


FISCHER PHOTOGRAPHIC LABORATORIES 
1729 N. MOBILE AVENUE CHICAGO 39 


Editorial Features Next Month 


NATIONAL SURVEY OF PROJECTOR 
MAINTENANCE AND SERVICE FACILITIES 
(held over for maximum content) 


* * . 


PROMOTING THE Business FILM 
A File of Useful Ideas for Your Picture 


* * * 


EMPLOYEE RESPONSE TO THE FILM 
What Do Your Workers Think of Films? 


* * * 


Pius Case Histories & CompLete News 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 
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* TRADE-MARK EXCLUSIVE WITH 


byron 


studios and laboratory 


) 






ONLY BYRON 

CAN MAKE 
‘COLOR-CORRECT’* 
PRINTS 


is recognized as the 
highest standard in the industry 


1226 wisconsin avenue, n. w. 
washington 7, d. c. 


dupont 1800 




















JAM HANDY 











risa xyaaniys 


—safe for keeping product information under 


cover until the time of impact, 


— skilled in helping to get new activities prepared 


and implemented without disclosure, 


The Jam Handy Organization is well set up, 


by previous program planning and experience, 


to maintain security while getting your job done 


right — and right on time. 











